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BILTRITE GUM-TRED 
Ribbed, in fashionable colors, including smart translucents. 
Continental styling with lightness, flexibility and long wear. 
Also crinkled design. In assembled soles and uniform sheets. 








BILTRITE SPIRAL 


Attractive new design reflects highlights in unusual fashion. 
Adds styling interest in a range of popular opaque and 
translucent colors. Economical cutting from uniform sheets. 
Also available in assembled soles. 









AMBIRCO FLUTED noe - 

Delicate two-directional Continental Sos | that's flexible and 
long-wearing. Beauty and safety for double sales appeal. 
Efficient cutting strips. Newest colors, variety of thicknesses. 








BILTRITE TRU-GLIDE 
Comfort, wear, and smartness. Unique Vireads for gliding 
comfort, extra traction, and healthful support. In a variety of 
colors for men's, women’s and children's shoes, with or without 
molded wedge. 


‘TODAY'S FASHIONS! 









BILTRITE 


DESIGNED 
SOLINGS 











In key with any fashion, Biltrite Designed 
Solings strike the right styling note. 


Styled right, color-right, if it's Biltrite, it's 
designed to serve you best. Long wear plus 


comfort help you score a sales hit! 


FASHION by BILTRITE — that's your key to 


increased sales with designed soling, 


FROM THE WORLD'S LARGEST PRODUCER OF SHOE SOLING MATERIALS 


BILTRITE 


HEELS AND SOLES 


AMERICAN BILTRITE RUBBER CO. 


CHELSEA 50, MASS. 
Warehouses: 4464 District Boulevard, Los Angeles — 1010 Gratiot Street, St. Louis 
In Canada: American Biltrite Rubber Co. (Canada) Ltd., Sherbrooke, Que. 








} ane, 
\) é ee 
y ee 





The ROCKET 

Silk Label Series 

Model 280-1 
3-Eye Tie, Hand Laced 
Wing-Tip Blucher, in 
Dark Olive or Bur- 
nished Brown Calf, 


The FASHION 
Model 4021-1. 
Pin-Tuk Moccasin Toe 
Elasticized Top 
Slip-On in Black 
or Java Brown. 


The FASHION 


Silk Label Series. 
Model 273-1. 
Pin-Tuk Moccasin Toe 
Bal in Burnished 
Brown or Black 
Imported Calfskin 


@ They stand up and they stand out — that’s the 
PORTAGE promise to men everywhere, expressed in 
dominant space, through the popular pages of 
ESQUIRE Magazine, TIME, and TRUE. 


Dependable comfort and self-confident style are 
the keynotes in the chorus of our national advertising 
campaign for Spring. PORTAGE and PORTO-PED 
are providing appealing tie-in materials, to help you 
strike the same selling notes in your windows, on your 
counters, in your local newspaper advertising, and 


through your direct mailings. 
whoes fee men’ 


With this kind of support, PORTAGE and 
PORTO-PED Dealers will sell more, at lower cost 


For to -Ped and higher profit, all through the Spring and Summer 
style season. Write for complete information. 
Sir Chohion Greg “Me retail from $11.95 to $23.95. 


PORTAGE SHOE MFG. CO., MILWAUKEE 1, WISCONSIN 


A Division of Weyenberg Shoe Mfg. Co. 
I 
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This new smart, custom-tapered toe is revolutionary in 
Wellington styling. The ‘‘Famous Fastow Toe’’ places 
Acme Wellingtons into the fashionable field of footwear 
with the ‘‘dressed-up”’ look, combining comfort, utility 
and ease of wear with the smartest dictates of foot fashion. 


9040... black 
9044... brown 


Calf foot with matching kid top 6% thru 12 and 13, “B”, “C’”, “D” and “E” widths, 
8 through 12 and 13, “A” width. 


cost to You— $10.10 


IN ' 9790... . black 
9796... cordovan 
ST O C K Ree é Soft, pliable kip foot and top 
for immediate 6% thru 12, and 13, “B”, “C", “D” and “E” widths 
deli very! Available in size 6, “D" width only. 





See you at the cost 10 You- $6.50 4 
NATIONAL SHOE FAIR er 


Fontoinblecu Hotel . . . Rooms 648-650 
Miomi Beach, Florida 


September 24 and 27, 1961 











ACME BOOT COMPANY, Inc., Clarksville, Tennessee 
WORLD’S LARGEST BOOTMAKERS 


Boots belong . . . in today’s living 
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In this issue... . 


The booming Negro market for men’s shoes .. 


Of all the specialized" groups, whether by age, occupa- 
tion, race or income, the Negro is the best friend and cus- 
tomer of the men's shoe business. 


The big picture is not enough 
A shoe advertisement must do more than present a pic- 
ture of a shoe with a few catch phrases. It must actually 
bring the customer into the store. 


Four low-budget displays for Christmas .. . 
designed by experts for your window 


Four experts were asked to design window displays that 
would cost less than $50, using materials available in 
nearly any community. 


A checklist for Christmas planning 


Make your own store calendar. It may help activate a 
profitable season. 


Your store CAN be a gift shop 


If you think there's no Santa Claus for shoemen, try plan- 
ning all year long for the big selling season. 


Departments . . . 


Estelle Anderson Paris report 

Gervase Butler Personnel 

Dates Profile 

Deaths Publisher’s column 
Editorial Retail trade report 
Geraldine Epp Retail news 

Inside shoe business Salesmen on the road 
The last word Evelyn Schless 
Leather-allied news Shoe people 

Letters Shoe school 
Manufacturing report Trade trends 
Manufacturing news Voices from the trade 
New products Washington alert 
Pattern portrait Worth writing for 


Coming September 15... 


The dynamic role of fashion in footwear 
Although the shoe industry lives with fashion every day of 
the year, fashion itself is little understood in tangible terms. 
For the first time, all the major aspects of footwear fashion 
will be presented in down-to-earth language. 
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’ Shoes 


Right, on the first day... 
right, through a whole term of 
doing everything the hard way. 
Made to survive hills, spills, and all 
the ills that children’s shoes are heir to... 
Blue Star quality is unequalled at the 
prices most: people pay. Count on its 
back-from-school performance for the repeat 
business that balances your books. 





WASHINGTON ALERT ,, ccorce ences 


NATIONAL NEWS WITH AN EMPHASIS ON SHOES 


Predict good last half 


Factory shipments of shoes will 
be at strong levels for the rest of 
the year, a new U. S. Commerce 
Dept. report suggests. 

In reporting on anticipated pro- 
duction of fibre boxes, the Depart- 
ment’s Containers and Packaging 
Div. says the box industry is en- 
joying an excellent year, and com- 
ments that the industry is a sen- 
sitive barometer of anticipated 
production levels of shoes and 
other consumer commodities. 

The box industry probably will 
set a new high for production this 
year. Previously, the best year 
was 1959. 

Outbreak of war involving the 
U. S. is probably the only factor 
that could kill off the chances for 
continued high-level production 
throughout 1961, the Department 
observes. 


“Orderly marketing” 


Is it realistic to expect foreign 
producers voluntarily to cut their 
shipments to the U. S.? Such a 
plan is now before the Congress. 
If enacted, the plan would author- 
ize the State Dept. to negotiate 
voluntary limits on shipments of 
shoes and other articles coming 
into the United States. 

The textile industry, hard hit 
by imports, recently entered — 
with reluctance —into such an 
agreement. Industry officials say 
the agreement falls far short of 
meeting their import problems. 
However, they consider it better 
than nothing. 

They list the following reasons 
why they haven’t much faith in 
their so-called “orderly-market- 
ing” agreement: 

1. The base period agreed upon 
covers a period when imports were 
too high, thereby permitting con- 
tinued high imports. 

2. Since it is a permissive agree- 
ment — not a compulsory one — 
there is always the danger of fur- 
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ther increases in imports, due to 
weak-kneed administration of the 
law. 

8. Agreement runs for only one 
year. Since production and sales 
must be planned for the longer 
run, a year-to-year limitation on 
imports is not realistic. 

4. Agreement leaves untouched 
a major problem—the disparity 
between prices paid by U. S. fac- 
tories and those abroad. 

5. Agreement fails to deal with 
imports from non-signer coun- 
tries. “The need for additional 
safeguards is obvious,” the offi- 
cials point out. 

In other words, the cotton peo- 
ple have some very real doubts 
about the workability of “orderly 
marketing” agreements. It might 
be well for the shoe industry to 
consider the weaknesses spelled 
out by the cotton industry now so 
that these loopholes may be closed 
prior to the signing of any agree- 
ments between the U. S. and other 
chief shoe-producing nations. For, 
if these loopholes are not closed, 
the time, effort, and money that 
will have to be devoted to nego- 
tiating an “orderly marketing” 
agreement will be largely wasted. 


Names of wage-hour 
violators to be published 


Employers who violate federal 
wage-hour rules must soon expect 
to read about their sins in govern- 
ment press releases. 

Starting in September, Labor 
Secretary Goldberg is going to is- 
sue lists of companies caught pay- 
ing substandard wages. 

What’s new about this situation 
is the making public of the names. 
Up to now, names were not made 
public. Violators caught by the 
U. S. Labor Dept. simply paid the 
back wages, trimmed the number 
of working hours to suit the gov- 
ernment, and nobody was any the 
wiser. 


Consumer credit bill 
may be delayed 

Action on the credit-regulating 
“truth in lending” bill (Sen. Paul 
Douglas, D., Ill.) may be put off 
until next year. Hearings on the 
bill produced some fear in the 
Congress that the complex Doug- 
las proposals would be confusing 
for consumers as well as for mer- 
chants. The bill is supposed to 
help consumers protect themselves 
against phony credit fees and 
padded interest rates. 

Result: There may have to be 
some rewriting of the bill, delay- 
ing final action until next year. 


75 million kids 


In 20 years, there may be as 
many as 75 million school chil- 
dren. (Today, there are only 46 
million.) 

The Census Bureau, in making 
this prediction, says there will not 
be fewer than 62 million school 
kids by 1980. The 75 million figure 
is the Bureau’s maximum esti- 
mate. 

But, high estimate or low esti- 
mate, it’s clear that the number 
of kids in school is going to rise 
by at least 50 per cent, and maybe 
by as much as 150 per cent. It’s a 
big market in the making. 


Fair trade chances bleak 


Fair traders are having another 
crack at a law to bar price cutting 
by chain stores and discount deal- 
ers. This year they’re calling it 
a “Fair Competitive Practices” 
bill. But it is still fair trade, and 
the outlook for passage is bleak. 
Under the latest bill, by Sen. Hu- 
bert Humphrey, D., Minn., manu- 
facturers could set retail prices on 
brand name products and cut off 
deliveries to dealers selling below 
those prices. 








FLY NATIONAL AIRLINES TO THE NATIONAL SHOE FAIR 
ON MIAMI BEACH, SEPT. 24-27 au nationa routes tead to MIAMI! 


Fly National’s DC-8 jet service from NEW YORK, LOS ANGELES, NEW ORLEANS, 
HOUSTON or TAMPA. Or choose National Prop-Jet Super Electra II service from NEWARK, 


BOSTON, PHILADELPHIA, WASHINGTON, BALTIMORE, SAN FRANCISCO, SAN DIEGO 


or LAS VEGAS. For reservations, call your Travel Agent or nearest National Airlines office. 


SHIP NATIONAL. OVERNIGHT DELIVERY on the 


only scheduled air freighter service between ereew! a4 


CALIFORNIA. Also, overnight delivery on schedul 
freighter service between NEWYORK and FLORIDA, Air 
freight is heiaphtede on every National flight including 


jets. For informati oak neat Wieatalis Meateasiiile , Cargo 
- AIRLINE OF THE STARS 


Agent or nearest National Airlines office. 
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DATES 


Major markets... 


National Shoe Fair, National Shoe Manu- 
facturers Assn. and National Shoe Retail- 
ers Assn., Fontainebleau, Barcelona, 
Seville, Sorrento and Montmartre Hotels 
Miami Beach, Fla. .. Sept. 

Shoe Show of America (formerly Popular 
Price Shoe Show of America), National 
Assn. of Shoe Chain Stores and New Eng- 
land Shoe and Leather Assn., Hotels New 
sYorker and Sheraton- Atlantic, New onl 





5-9 
Allied Shoe Products Show, Fall-Winter 1962. 


New York Trade Show Bldg., New York 
Dec. 3-6 


. .. and keep in mind 


National Shoe Travelers’ Assn., Annual Con- 
vention, Casablanca Hotel, Miami Beach, 
Fla. ; Sept. 21-22 
Market Research Institute, National Shoe 
Manufacturers Assn., Delano Hotel, Miami 
Beach, Fla. Sept. 21-22 
Canadian Shoe and Leather Fair, 
Leather Council of Canada, Sheraton 
Mt, Royal Hotel, Montreal ............Oct. 1-4 
Midwest Shoe Travelers’ Assn., Spring Shoe 
Show, Palmer House, Chicago i Oct. 1-4 
Dallas Spring Shoe Fair, independent spon- 
sorship, Dallas Trade Mart, Dallas..Oct. 1|-4 
Ohio Shoe Travelers Club, Spring Shoe 
Fair, Deshler Hilton Hotel, Columbus, O. 
Oct. 8-10 
West Coast Shoe Travelers’ Associates, 
Spring Shoe Show, Alexandria, Biltmore 
and Sheraton West Hotels, Los Angeles 
Oct. 8-1i 
Boot and Shoe Travelers' Assn. of New 
York Inc., Annual Shoe Show, Mid-Island 
Inn, Westbury, Loa ie) 
Pacific Northwest Shoe Travelers, Seattle 
Spring Shoe Fair, Olympic and New 
Washington Hotels, Seattle Oct. 15-17 
Southeastern Shoe Travelers, Inc., Spring 
Shoe Show, Dinkler Plaza, Henry Grady, 
Piedmont and _ Peachtree-on-Peachtree 
Hotels, Atlanta me. A 
Mountain States Shoe Travelers. Assn., 
Spring Shoe Market, Albany Hotel, 
Denver Oct. 


Chicago Shoe Show, National Shoe Manu- f 
facturers Assn. and National Shoe Re- : : h CLINIC D l 
tailers Assn., Palmer House and Conrad t 

Hilton Hotels, Chicago . 22-25 € ea er 
Tanners' Council of America, Inc., Annual ‘ 


Meeting, Edgewater Beach Hotel, Chicago 


Michigan Shoe Travelers Club, Spring eee ee gets the town’s 


Fair, Statler Hilton and Sheraton Cadillac 


F Hotels, Detroit 29-31 “ 9 

outhwestern Shoe Travelers Assn., $ d WV nt Ms ] 

Spring Shoe Fair, Adolphus, Baker and hite Shoe Business 
Statler Hilton Hotels, Dallas ..Oct. 29-Nov. | : 7 

Dallas Spring Shoe Fair (repeat showing), 
independent sponsorship, Dallas Trade 
Mart, Dallas Oct. 29-Nov. 

Boston Shoe Travelers’ Assn., Spring Shoe 3 é 7 re 
Show, Parker House, Boston ....Oct. 29-Nov. ak é The nursing profession buys Clinics as 


Northwest Shoe Travelers, Inc., Spring Shoe : ‘ a te 
Show, St. Paul Hotel, St. Paul, Minn. a matter of course . . . they’re America’s 


Oct. 29-Nov. i 5 

Pennsylvania Shoe Travelers’ Assn., Inc., $ x Number One Uniform Shoe! Other 
Spring Shoe Show, Hotels Penn Sheraton 8 
and Carlton House, Pittsburgh. .Oct. 29-Nov. THE 

















“young women in white” ask for “the 
Shoe Fair, Claypool Hotel, Indianapolis, shoes nurses wear’’ for the same reasons: 


Ind. Nov. 5-7 te d 
Independent Shoemen, Annual Meeting, —famous Clinic smartness, fit, comfort, 
New York (hotel to be announced)...Nov. & . : 5 
Mid-Continent Shoe Travelers Assn., Spring quality-crafting, size-range and value- 
Shoe Show, Sheraton-Oklahoma Hotel, hi Pio 
Oklahoma City, Okla. Nov. 12-13 pricing. Yes, Clinic dealers DO get the 


£6. U. 6. PAT. OFF. @ Canada 


SHOE ‘‘white shoe’’ business! 


Foreign... fpr Young Woman in White @ “In stock’ service, 
Sémaine Internationale du Cuir (Interna- sizes 3%-12, AAAA-E. 


tional pao Week), rah des Exposi- : 
tions, Porte de Versailles, Paris, France : ‘ ry , 
- ore Clinics retail at 8.95-12.95 
Italian Shoe Week, Vigevano, Italy ..Sept. 17-25 
Sample Shoe Show, Dusseldorf, Germany 
Oct. 1-3 a : 
Shase tee Spring Exhibition, Footwear Man- THE CLINIC SHOEMAKERS, Division of 
ufacturers’ Federation, Mt. Royal Hotel, THE JUVENILE SHOE CORPORATION OF AMERICA 
Fashion in Footwear Exhibition, Washington AURORA, MISSOURI 
Hotel, London Oct. 2-6 


indiana Shoe Travelers’ Assn., Inc., Spring 
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YOUR P-F MAN HAS EVERYTHING NEW FOR ’62! 


Don’t miss the new P-F*’s and Sun-steps’ for all the family! 


Here’s how to make family-wide profits all year long: 
KIDS are convinced that the P-F “‘magic wedge” helps 
them run their fastest! 


MOTHERS insist on P-F’s for youngsters when they 
discover how Posture Foundation reduces muscle strain! 
TEENS have adopted P-F’s as the new campus casual, 
including matching models for the boyfriend! 


GALS buy Sun-steps three seasons a year, thanks to 
sales-minded innovations in styling, fabrics and colors! 


MEN have discovered that P-F athletic models make 
handsome casual wear, from boating to barbecues! 


ALL BACKED BY THE BIGGEST ADVERTISING AND 
PROMOTION PACKAGE IN BFG AND HOOD HISTORY! 


TO ORDER: Contact our nearest branch, or write —B.F.Goodrich 
or Hood Footwear, Watertown 72, Massachusetts. 


Br, SALES-FASHIONED 
B.EGoodrich FOOTWEAR 


NEW SQUARE TOE 


0 AN ed il a ie Od ED) wd 


POPULAR ROUND TOE 
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EDITORIAL 


by JOHN REILLY 


The facts of life 


How will the increased prices consumers will pay 
for their shoes this fall and next spring affect their 
purchasing habits? This is the question the industry 
is pondering at the opening of the fall and winter 
selling season. 

With a none too enviable record for the spring and 
summer selling season and reasonably successful clear- 
ances behind them, retailers are looking to the next 
four months to equal or better their 1960 figures. 
But, with the reticence which is so typical of the in- 
dustry, there is some concern over how the consumer 
will react to increased prices. Of all industries, shoe 
business is perhaps the most reluctant to pass on 
increased cost of production down the line and to 
the consumer. 

Recent price increases were touched off suddenly 
by the low earning records of several of the major 
producers for the first half. It is the old story of the 
cost-price squeeze, increased cost of production com- 
ing up against the barrier of established price lines. 

Increases, this time, could not be absorbed and 
several of the major producers finally took action 
which should have been taken many months earlier. 
Other manufacturers realistically and courageously 
followed suit. 


More price increases inevitable 


Increases thus far have been moderate and truly 
reflect higher costs of production. Further increases 
on spring shoes seem to be inevitable in the face of 
mounting materials costs, a firmer leather market 
and higher wages and taxes. 

For the most part increases have been on established 
branded line shoes. This suggests immediately that 
stores selling branded lines are in a stronger position 
to pass along increases to the consumer than many 
of the chains with their inflexible price brackets. 
The independent retailer with a strong reputation for 
selling quality and service under his own label is in 
an equally strong position. 

The consumer may gripe to both, but he must be 
made to recognize that when costs rise he must pay 
more for the shoes he buys. This is one of the eco- 
nomic facts of life. For one reason or another the 
industry has failed to register with him the amount 
of planning, the number of operations, and the time 
required to make a pair of shoes. The result is a lack 
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of appreciation of the value he receives in shoes. 

The inflexible pricing policies of many of the chains 
have been a strong deterrent to the industry’s efforts 
to create a quality and value image for shoes. The 
rapid rise of discount houses and mill stores and other 
unorthodox types of retailing will make the job still 
more difficult. 

Adhering to price brackets established by chains 
several years ago, and as long as a decade ago, can 
mean only one thing. The quality of their shoes is 
being dictated, season after season and on an ever- 
rising market, by the price they consider the con- 
sumer is willing and able to pay for shoes. By em- 
phasizing price and style and by strong promotion 
and advertising they have diverted the attention of 
the consumer from the quality of their shoes. 


America not a cheap nation 


The time was never more opportune for the retailer 
of branded line shoes and retailers who are selling 
quality and service to demonstrate the performance 
values the consumer receives in their product. America 
is not a cheap nation and consumers have never demon- 
strated that they are unwilling to pay a fair price for 
a quality product when quality can be successfully 
demonstrated to them. 

Consumers who have worn quality branded shoes 
for many years have taken price increases in their 
stride. There is little likelihood that the present price 
increases will cause them to flock to chain stores or 
discount houses. 

The real future for retailers of branded lines lies 
in persuading the consumer to grade up, in convincing 
him that he does not get the same quality for the same 
price in the face of rising costs. 

The recession that has plagued retailing for almost 
a year has passed. Although unemployment continues 
to be a problem, the fact remains that employment 
is at a pre-recession level. Personal income hit an all- 
time high in July, $422 billion at an annual rate. This 
was up $4.5 billion from June and $17 billion higher 
than July ’60. This record income means more dol- 
lars in Americans’ pockets, dollars available for con- 
sumer goods. The shoe industry will never get a 
larger share of it by selling cheaper shoes. The time 
is at hand to sell Americans on the economy of buying 
quality footwear. 





Pet ereP-tieles Gas Visor. ii Bier de! 


reli pum ey 4°) a) -ti id -t-JE-3t-tah me, Diigil-mdtie) oto 


The new Lehigh “Footshield” Safety Shoe offers maximum safety. 

It’s protected on top by a special safety shield, protected underneath a 
with soles and heels of PARACRIL® OZO...and with good reason THIS TAG 
...for PARACRIL OZO outwears all other sole and heel materials by ON THE SHOES 


YOU BUY 
up to 2 to 1. AND SELL 


A specially developed blend of synthetic rubber and vinyl plastic, 
PARACRIL OZO shoe soles are completely non-marking, highly 
resistant to deterioration by abrasion (even steel chips), oils and 


chemicals. Soles and heels of PARACRIL OZO outwear all others. 


Naugatuck Chemical 


Division of UNITED STATES RUBBER COMPANY 
DEPT. 93:P ELM STREET, NAUGATUCK, CONNECTICUT 


Rubber Chemicals - Synthetic Rubber - Plastics - Agriculterel Chemicals - Reclaimed Rubber - Latices - CANADA: Naugatuck Chemicals Division, Dominion Rubber Co., Ltd., Elmira, Ontario - CABLE: Rubexport, N.Y. 
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PUBLISHER'S 
COLUMN 





Ten commandments 


“The Ten Commandments for Sales Managers” pre- 
sented by Tyler MacDonald, senior vice-president of 
Hixon & Jorgenson of Los Angeles, before the Sales 
& Marketing Executives International Convention was 
a huge success. Tongue-in-cheek humor but also a 
forthright appeal for understanding. 


I—THOU SHALT NOT TAKE THE NAME OF THE 
LORD IN VAIN 
before hearing my side of the story. 


II—THOU SHALT HONOR THE SABBATH 
and let me rest. 


III—THOU SHALT MAKE NO GRAVEN IMAGES 
and send me out to sell before you really start making 
the product. 


IV—THOU SHALT HONOR MY EXPENSE AC- 
COUNTS 

Don’t damn all salesmen because of the sins of a 
few nor force me to be a cheat because of impossible 
expense account rules. 


V—THOU SHALT NOT KILL MY INITIATIVE 
AND AMBITION 

Make my quota believable and based on real research 
and fact. 


VI—THOU SHALT NOT STEAL MY TERRITORY 
NOR CUSTOMERS 

My territory and my accounts are sacred and beau- 
tiful things. I believe it. Don’t destroy my faith. 


VII—THOU SHALT HONOR MY COMMITMENTS 
After I crack the account, ship the stuff. Ship it fast, 
right and at the price agreed. 


VIII—THOU SHALT GIVE ME A PRODUCT OR 
SERVICE TO SELL 

Give me features that are salable, not merely different 
or scientifically intriguing. 


IX—THOU SHALT NOT ADULTERATE MY PROS- 
PECTS 

Thou shalt not descend on my territory; wine and dine 
my customers until 5:00 A.M.; leaving me with no 
problems solved, no promises fulfilled. 


X—THOU SHALT NOT LEAVE ME NAKED AND 
ALONE IN THE WILDERNESS 

Give me the “big picture” so that I may better be 
your ears and eyes and intelligently report what I see 
and hear. 


AMEN. 


2.13. Varhwne, fr, 
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JUMPING-JACKS: 


VAISEY-BRISTOL SHOE CO. 


the Doctor 


NORMAL 
WEAR 
OR... 


WSERT [== 











Real Boot News! New (Flex-welt) 
construction with full leather mid- 
sole allows wedging of any prescrip- 
tion...accurately and securely, with 
level bottom. No. 166 and No. 199: 
Sizes 3-6, B to EE—6?7-8, A to EE. 


White for Test Pairs 


VAISEY-BRISTOL SHOE CO. 
Monett, Mo. 











now... what every 
shoe retailer needs 
in his daily 
operation... 





answers 

parents questions 
in simple give-away 
booklet form! 








Retailers every day, have the need 

for a simple explanation of children’s 
foot facts to answer parents questions. 
Medic Shoe Manufacturers has put out 
just such a booklet for you. 


It covers a wide range of subjects from 
“Pre-Walkers” to “Can shoes be handed 
down?” The answers to the most asked 
questions are written in a fast-reading, 
easy-to-understand style . . . no medical terms 
that might confuse the average parent. 

A supply of “bare/foot facts” in your store 
will show your customers how genuinely 
interested you are in their welfare. INDEX OF INFORMATION 


° ° ° The First Examination How About ‘‘Going Barefoot?” 
Why not build your prestige by offering Foot Care For Pre-Walkers —“‘Sneakers’’-A Question of Common Sense 


these booklets free to your customers. Just iad 8 an When May Your Child Wear Oxfords? 
The First “Walkers” Foot Exercises 


mail the coupon for information and sample, Choosing a Fitter Socks 
“ Periodic Fit Checks 
on how you can obtain these booklets Size Records Can Shoes Be ‘Handed Down?” 


° The Importance of Width When Is the Same Size 
for customers and doctors good-will. If a Disorder Arises NOT the Same Size? 


Staion 
ARCH PRESERVER 
SKH0C4 by 


MEDIC 





























MEDIC Shoe Manufacturers, Inc. 
1212 Wood St., Philadelphia 7, Pa. 


Gentlemen: Please send me information and sample on how | can 
obtain the booklet, “bare/foot facts’. 





NAME 


ADDRESS 





ZONE_____STATE. 
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INSIDE SHOE BUSINESS 


by BILL ROSSI 


Those foot health “twististics” 


According to medical “statistics” which are being 
repeatedly published and publicized year in and out, 
some two-thirds of our entire juvenile population is 
foot-defective. And according to the “facts” behind 
these same figures, faulty shoes are to blame for most 
of these foot ills. 

Well, it’s time to expose these figures for what they 
really are and always have been: “twististics.” In 
truth, they are a gross exaggeration, without reliabil- 
ity, without scientific credence. They’ve been used re- 
peatedly as a blow torch to irresponsibly fan public 
alarm, and to cast undue ill reflection upon shoes and 
the shoe industry. 

How are these “statistics” compiled? By visual foot 
examinations of school children. This means that the 
doctor looks at the foot or observes the gait, then 
makes his “diagnosis.” In almost none of these surveys 
is any instrumentation used so that there is consis- 
tency of diagnosis among doctors. There are no meas- 
urable standards used. There is nothing to go by ex- 
cept the doctor’s eye and opinion. As a consequence, 
except for the most obvious foot defects, there can be, 
and is, great variance of diagnosis and conclusions 
among individual doctors. This in itself undermines 
credence in the resultant figures. 

But what is a “defective” foot? Here the whole 
mountain of accumulated statistics comes apart at the 
seams. 


Some examples 


An example. A recent issue of the Journal of the 
American Podiatry Association reported on school foot 
examinations totaling 13,000 children in five cities. 
Now see some of the examples of findings which auto- 
matically classified a large percentage of these chil- 
dren as “foot defective.” 

In one group of 1700 there were some 142 cases of 
“excrescences.” An excrescence is usually a mild 
skin growth such as a callus. Now, all feet—even the 
healthiest among natives who never wear shoes—have 
calluses. Yet our doctors call this a “defect’’ despite 
its being natural and normal. 

Another 286 kids had cases of what the doctors 
called “poor foot hygiene.” So woe to the kids without 
lily-white feet when the doctor calls. They automati- 
cally get tossed into the legion of foot-defectives. 

Another 149 had “excessive perspiration.” Well, the 
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truth is there is no measure whatever for “excessive” 
(except in extreme cases) in foot perspiration. This is 
simply an “opinion” diagnosis, and totally without 
reliability or scientific acceptance. 

Some 129 cases of “low arches” were reported. This 
is a ridiculous diagnosis, without clinical meaning. 
Millions of people have low arches and healthy, normal 
feet. 


There were 316 cases of foot pronation. But, accord- 
ing to the latest medical research, pronation up to a 
certain degree is natural and normal. The foot-exam- 
inations, however, usually tag even the mildest (or 
otherwise natural) pronation as a foot defect. More- 
over, there is wide divergence of opinion among the 
doctors themselves when it comes to pronation. 


The prize conclusion 


The prize conclusion in this report on the examina- 
tion of the 1700 is “569 cases of poorly chosen types 
of shoes.” First, what’s a poor type of shoe? No 
acceptable standard has ever been established—and 
there’s strong disagreement even among the doctors 
themselves. 

Well, this gives you a small idea. In past years this 
writer has personally participated in more than a 
score of so-called foot-examination surveys. He has 
seen first-hand the absence of standards, of method, 
of instrumentation. He has seen the loose pile-up of 
“statistics” issued as presumably reliable reports. 

This remains a sinful situation. It’s sinful because 
these statistical distortions continue to be accepted as 
authoritative and official by government agencies, by 
the medical professions, by the public, by our schools 
and colleges, by our armed forces. It’s sinful because 
verdict exists without supporting evidence. 

The onus of this whole farce falls upon the shoe in- 
dustry. The public has been made to believe that shoes 
and the shoe industry are largely responsible for the 
“alarming” prevalence of juvenile foot ills. It’s high 
time that a stolid, long-abused industry rose on its 
haunches to expose this statistical fraud by taking its 
own scientifically conducted survey and then publiciz- 
ing the long-buried truths about the facts and figures 
on child foot health. 

Until it does it can expect to be whiplashed again 
and again by medical and public opinion roiled by falsi- 
fied facts and fallacious figures. 
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ULTIMATE FOR SILHOUWELTS 
MEN'S CEMENTS 


® Tighter Edges @® Stronger Bonds 
® Shorter Drying Time 


ee 


Gives you better shoes and 
Speedier Production 





Call us fora 
Demonstration! 


UNITED SHOE MACHINERY CORPORATION 
140 Federal Street. Boston 7, Massachusetts 





VICE 
iva 


“We, as merchants, must keep our 
thinking pointed always ahead,” 
says ALFRED C. THOMPSON, 
executive vice-president of Miller 
& Rhoads, Inc., Richmond, Va. ‘“Re- 
tailing is basically a_ traditional 
business and many of us have been 
raised in a business atmosphere of 
traditional thinking, accepting re- 
tail practices that keep us in the 
path of repeating and repeating the 
methods and procedures of yester- 
day, without consciously recog- 
nizing that conditions have changed 
... that the economy has changed, 
and resisting the fact that, in many 
instances, our customers’ buying 
habits have changed. 

“We are living in a changing 
America. The months and years 
ahead will certainly bring change. 
This holds especially true for the 
retail industry. We can certainly 
look forward to growing competi- 
tion between the now-matured 
shopping center, the so-called dis- 
count houses and the downtown 
business areas.” 


* * * 


“The problems of downtown belong 
to no single group or interest,” 
says J. GORDON DAKINS, exec- 
vice-pres. and treas. of National 
Retail Merchants Assn. “They do not 
belong even to downtown alone,” 
he continues. “Today there is hard- 
ly a town of any size that has not 
been jolted by the impact of 
suburbanization. Few downtown re- 
tailers or other businessmen are 
complacent toward the future of 
their city, any longer. 

“What is needed, is not so much 
awareness of downtown’s problems, 
as it is perspective on the part of 
every group and individual con- 
cerned with the health of our cities 
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. .. Each particular problem is an 
integral part of and inseparable 
from the overall problem of the 
city’s survival. The larger problem 
affects the entire urban complex, 
from the central core to the farthest 
suburb. Without the cohesive force 


of a strong central business dis- 
trict, our urban life, economically, 
socially and culturally, would 
strangle on its own inefficiency and 
waste.” 
* % % 

“Imports of rubber footwear con- 
tinue their rise and are close to the 
total sales figure of the domestic 
industry,” says J. C. MACKINNON, 
general manager of footwear and 
flooring at the B. F. Goodrich Co. 
“It is estimated that if these im- 
ported shoes could have been made 
in this country, where the styles 
and the demand for this type of 
footwear were originated and pro- 
moted, more than 20,000 more jobs 
could have been available for the 
American working man.” 


Highlights i 
One of the highlights of the Se- 
maine du Cuir (French Leather 
Week) in Paris (Sept. 8-13), will 
be an International Leather Fash- 
ion Show, on September 12, fol- 
lowed in the evening by the tradi- 
tional “Night of Leather’ Ball at 
Les Ambassadeurs. 

* * * 


“If Leonardo da Vinci were to re- 
turn to earth and work in our 
laboratories, he would become a top 
engineer in a few months. He would 
find that the basic principles he 
knew have not changed at all,” 


says DR. L. M. WHITE, director 
of research, United States Rubber 
Co. He recommended that a broad 
education in the basic subjects, 
from kindergarten through college, 
should be given to more young 
people as preparation for the com- 
ing technological age. “More science 
courses for the non-scientist and 
more non-science courses for the 
scientist,” was what he recommend- 
ed. 

“Every scientist, every educator, 
every person who can think and 
reason will be needed to meet the 
challenges of the cold war, the 
potential hot war, overpopulation, 
unemployment, the curtailment of 
freedom and other problems. The 


effort,” he said, “would have to 
begin in the schools. 

“Train in breadth the mass of the 
people and we will have better 
managed companies, more con- 
scientious unions, an informed elec- 
torate and a nation anxious to pre- 
serve its freedoms. Concentrate on 
the few and possibly the few will 
take over the thinking function.” 


* * * 


“Australians have a good use for 
the kangaroo,” writes G. WALTER, 
assistant sales manager of the foot- 
wear soling division of Slazenger’s 
in Sydney, Australia. “The tail pro- 
duces a particularly good soup... 
called (logically enough) ‘Kangaroo 
Tail Soup.’” Mr. Walten also 
quotes Frank Armstrong in re the 
kangaroo: “Scotsmen in Australia 
like the leather for the bags of bag- 
pipes, because it has very little 
porosity.” 





Beginning 
September 15 


the production line 


NEWS AND TRENDS FROM THE MANUFACTURING AND ALLIED FIELDS 


A new roundup, a new easy-to- 
read summation of all the news 
in manufacturing . . . machinery 
. . . leather and allied trades! 
Presented in a sparkling new 
section, designed to keep the 
busy reader well informed at a 


glance 


in 


BOOT and SHOE RECORDER 











Aa ee 


“SEAMS UNUSUAL” 





An unusual hand-sewn seam, using the traditional 


“guanto” glove stitch, forms the wing on this new Nettleton 
three-eyelet oxford. The result, the kind of classic 
simplicity so typical of a craftsman at Nettleton. In #1062 
Hubschman’s Calf an extremely dark, true brown; also 
in black... by A.E. Nettleton Co., Syracuse 2, New York. 


E. Hubschman & Sons, Division of Gera Corporation, Philadelphia 23 
Fashion Office: 261 Fifth Avenue, New York 16 
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| Meltonian 


m WAX SHOE POLISH 
LIGHT TAN 
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Meltonian 


\ WAX SHOE POLISH/j 
NEUTRAL / 


; 
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Lock up a full profit with Meltonian 


Have you been making a Full Profit on the polish you are now selling? 
You will make 4c more profit on every can of Meltonian polish. 

That means if you sell four dozen cans a week, you have an additional 
$100 profit at the year’s end. At 35c per can Meltonian offers you 

4c extra profit . . . plus customers who will come exclusively to you 
because Meltonian is England's finest, world’s best... and sold 

only through shoe and shoe care experts. The profit, and the customer, 
are yours alone. Available in six colors. 





UHM Dosa 


< For this extra-profit, free $25 Castle Display Dispenser write: 


B.L. MARDER CO., 9543-59 §. COTTAGE GROVE AVE., CHICAGO 28, ILLINOIS 
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Dunham's Duraflex — waterproof, 
breathable Syimer® leather . . . seam- 
less vulcanized construction ... glove 
leather lining . . . completely insulated 

. cushion insulated insole ... gum 
traction outsole and heel. . . full water- 
proof bellows gusset. 


#7670 
Natural 9” Sizes 6-13 $16.00 


#7672 
Same except not insulated . $14.75 


#7669 
Black 9” Sizes 6-13 .... $16.00 


#7671 
Natural 6” Sizes 6-13 ....$13.00 
#7673 
Same except not insulated ......$12.00 


O 
minutes 


10 
dollars + 


DUNHAM’S 
DURAFLEX 


e waterproof 
e insulated 
e breathable 


The boot with all the 
features a man wants is 
the boot he’s willing to 
pay for! Outdoor men want 
Dunham's Duraflex .. . 
they've sold themselves 
thousands of pairs... 
they’ve given hundreds of 
dealers more than $10.00 
profit per pair. 


If you’re not a Duraflex dealer, 
order trial sizes today from 
your nearest Dunham’s 
warehouse. Ask for the free 
Duraflex display with its 
dramatic proof that these boots 
are really waterproof... it’s a 
real traffic-stopper and 
sales-builder. 


And when you order, check 
Dunham’s terms and datings! 
You'll like doing business with 

Dunham's... and you'll like 
the profitable business you do 
with Dunham’s Duraflex! 
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BRANCH SALES OFFICE & WAREHOUSE: 710 WEST JACKSON BLVD., CHICAGO 6, ILLINOIS 








Look for SWitza Calf 


in the shoe box of your choice 


Wear Switza Calf and listen for compliments. The qualities of this mascu- 
line leather could not be made by man alone — nature had to have a hand 
in it. Only selected plump, beautifully grained skins from Europe and 
America deserve the name Switza. 

A. C. Lawrence Leather Co., a Division of Swift & Company (Inc.), 
Peabody, Massachusetts. 


Leite haatetnat0 . 


Leathers...from the world of imagination 


Which ad 





is for you? 


ANSWER: 


The Lawrence advertisements pictured here are 
running in the October issue of Esquire Maga- 
zine. These two 2 page, full color ads will be 
Opposite each other on two facing pages — 
both are for you, because they are selling five 
million fashion-conscious men the advantages 
of fine leather and quality shoes. Sell the leather 
—and you sell the shoe. 


Look for SUPE Calf 


in the shoe box of your choice 


Look at the delicate pattern of Surf Calf as it gently modulates and then 
accentuates, following the contour of a man’s shoe. A look at its deep 
vibrant color ...atouch of its softness ... and you'll understand why Surf 
Calf by Lawrence is in the finest men’s footwear. 

A. C. Lawrence Leather Co., a Division of Swift & Company (Inc.), 
Peabody, Massachusetts. 
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Leathers...from the world of imagination 





now TINGLEY and eaders 
Digest 


Rahway, New Jersey e Est. 1896 


team up to bring Tingley retailers a more 


profitable “back to sc 


For the first time — Children’s Boots and 
Rubbers are being advertised in Reader's 
Digest. The full-page two-color advertisement 
shown above will appear in the September 
issue of Reader’s Digest, Metropolitan New 
York Edition. Over 3 million families, who 
believe what they see in the Digest, will be 





« 


nool” selling season 


told all about Tingley’s NEW Higher Hi-Top 
Closure Boots. 


Stock and display Tingley Rubber Footwear. 
4 sizes fit all little shoes 5 to 13. Other sizes 
fit larger shoes 13 to 6. You can fit more shoes 
better with '3 the inventory. 





PROFILE by ESTELLE G. ANDERSON 





Shoes... not politics... is their business 


Nepotism . . . sure, that may 
be the open door to opportunity 
at Hahn Shoe Stores in Wash- 
ington, D.C., and Baltimore, 
Md., but once inside the organi- 
zation, it takes more than family 
ties to keep that door wide open. 
It takes aptitudes, abilities and 
inherent feeling for the princi- 
ples upon which the business 
STEPHEN HELLER was founded 85 years ago. 

Gilbert Hahn, president, has been active in the com- 
pany, community, industry and family for the past 
fifty years. Now, at 70 years of age, he still channels 
all of his energies into that “quartet.” Still “lives 
shoes” every day and has a strong voice in all deci- 
sions. As patriarch of the family, he recognized that 
nepotism can be a thing of mutual satisfactions and 
advantages. He has proved it .. . with his nephews as 
officers, administrators, shoe buyers: Harry Hahn is 
vice-president (and merchandises women’s casual 
shoes); Arthur Hahn—treasurer; William Hahn— 
men’s and children’s shoes; Stephen Heller, secretary 
—women’s shoes, personnel, store management. Each 
has his specific job to do and their success is reflected 
in the significant growth of the company .. . thirteen 
stores to date. The fourteenth is being opened this 
month and the fifteenth is scheduled for early ’62. 


The family approach 


The family approach to Hahn’s open door is either 
direct or circuitous, as the case may be. Take Stephen 
Heller, for instance. (Incidentally, his limb on the 
family tree stems from his mother . . . who was a 
Hahn and Gil’s sister.) He attended the University of 
Virginia for a year, then switched to Annapolis. Im- 
mediately upon graduation from the Academy, in 
1944, he shipped out to the Pacific on a destroyer. 
Spent the next four years in the Navy ... the last 
year in Japan, demilitarizing shipping there. 

In 1948, on his way to Submarine School, he stopped 
in to see his Uncle Gilbert. “Why don’t you give the 
shoe business a whirl?” was the avuncular question 
and Steve decided that he would. He spent two months 
in intensive training at the Florsheim shoe factory in 
Chicago, under the tutelage of O. M. Pick, and then 
came to Hahn’s. After a very short time “on the 
floor,” he started to buy the men’s shoes for the seven 
stores the company had at that time. They carried 
Florsheim shoes and their own private label—Tri- 
Wear. That was Steve’s job up to 1955, with time out 
for 18 months’ additional war service . . . 1951-52, as 
an Admiral’s aide. 
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He took on the children’s shoe buying in 1955... 
Jumping Jacks and the private label Gro-Nups. Then, 
in 1960, he switched to women’s: Red Cross, Mar- 
tinique, Caressa, Troyling, Mademoiselle, and the pri- 
vate label Stratford. 

Steve Heller’s experience has encompassed men’s, 
women’s and children’s shoes; and that is as it should 
be since the Hahn stores are, for the most part, family 
shoe stores. “At Hahn’s,” says Steve, “we try to be a 
shoe department store, with shoes in depth of sizes 
and variety, at prices ranging from popular to high. 
We put great stress on private labels. Carry one line 
in each category and complete the picture with our 
own brands. In that way, we can take care of any and 
every type of shoe our customers may need. We are 
open-to-buy at all times and size up continually. We 
always keep our finger on the pulse of business and 
are in constant communication, one with another, to 
make certain that we are on the same wave length. 
Our advertising is something we are all very proud of; 
and together with our advertising manager (who is 
the distaff member of that department) we all put our 
‘two cents worth’ into every ad before it goes out. We 
believe we are still the one company that does the 
most shoe advertising in any city in the United States.” 


“Our most important weapon”’ 

The family spirit at Hahn’s extends beyond the 
principals and officers of the company to the 350 em- 
ployees, as well. “Our most important weapon,” says 
Steve, “is the esprit de corps of our salespeople. This 
is a rare quantity, these days... their great desire to 
give service. We have salesmen who have been with us 
for thirty years. 

“Over the years, our employees have been helping 
us to build our store image on the basis of complete, 
honest service to our customers ... a real family kind 
of store, where people can send their children, know- 
ing full well that they can trust the manager and the 
clerks to fit them correctly and satisfactorily. 

“T think all of us try to present one picture, as far as 
our stores are concerned. We try to build handsome 
stores... inviting stores; and we are very selective in 
our merchandise. It must have the look and be... 
quality. Customers will buy if the atmosphere is 
‘right,’ the merchandise ‘quality’ and the service ‘com- 
plete.’ We think the important thing is a ‘new look.’ 
No matter how well something has been done, a fresh 
new approach is always effective.” 

Steve is married to a local Washington girl. In 
fact, he adds the interesting sidelight: “We were both 
born in the same hospital.” They have a twelve year 
old daughter and a seven year old son. 














LIA HAS 6 PROMOTIONS TIED UP FOR YOU THIS FALL 


(so be sure to tie in!) 


% “FALL’S NEWEST SHAPES ARE IN LEATHER” 
Vogue Magazine, September 1 
Toe Shapes For All Occasions. 


“NOTHING SUPPORTS YOUR CHILD’S FEET LIKE LEATHER” 
Parents’ Magazine, September 

The Versatility Of Leather Footwear For A Child's Active Day... 

With Emphasis On The Role Played By The Retailer In Child Foot Health 


“COLD WEATHER CASUALS” 
Esquire Magazine, November 
A New Concept In Leather Footwear For Fall And Winter 


* 


* 


* 


“4 OUT OF 5 ARE GOING STEADY WITH LEATHER” 
Seventeen Magazine, November 

The New Trend In Teen-Age Footwear: The Grown-Up Glamour Of 
Leather Shoes 


“DON’T WALK INTO TROUBLE!” 

Today’s Health Magazine (published by American Medical 
Association), October 

Advice From Retailers And Foot Specialists On What To Look For 
When Buying Footwear 

“THIS CHRISTMAS—PUT A SHOE IN HIS SOCK!” 


(AND MAKE SURE IT’S LEATHER) 
New Yorker, Dec. 2 * Maclean’s, Dec. 2 * French Chatelaine, Dec. 


For FREE merchandising tie-in material, write: LEATHER INDUSTRIES OF AMERICA, 


411 Fifth Ave., N. Y. 16, 
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by EVELYN SCHLESS, women’s editor 


The Guild collections 


If diversification and variety in silhouettes are the shoe 
industry’s key to a larger share of the consumer dollar, there’s 
a big season ahead. The Guild houses, in their advance spring 
collections, are showing an imaginative array of new looks, 
geared to accessorize every important ready-to-wear look. 

Three currents run through the major collections: new 
softness, new lightness and new heels. 

Toes are softened in shape and in construction, predomi- 
nantly crescent, oval or a softened square. 

The lightened look finds expression through lowered backs 
and sides, see-through perforations, opened-up shanks and 
vamps, folded toplines replacing collars in spectator types. 

Heels are definitely lower throughout, often straight, set 
back and fattened with many newsy shapes introduced. 


Leathers 

Most promotional: aniline patent in a variety of colors, 
snakes and lizards; combinations of smooth leather and 
reptile; matte and patent; fine grain leathers and patent. 


Fabrics 

Stocking-sheer meshes are shown in combinations with 
other fabrics or as underlay on vamp cut-outs. Black peau 
de soie and crepe appear in pumps and sandals. Slubby raw 
silk looks marvelous in stacked heel pumps. 


Styles 

Pumps still continue as the leading silhouette, but new 
strap and cut-out effects, D’Orsay and shell cuts and newsy 
combinations of leathers and fabrics add a new look. There 
is a sprinkling of other new looks: the “little boy look” on 
low, sturdy heels, always beautifully balanced to keep a light 
look, and the “little girl look” with shortened vamps, oval 
toes, the latter being the most advanced. The understated 
look continues in elegant simple pumps with delicate cut-outs 
and subtle trims, spectators with open porthole perfs or 
with underlays of contrasting leather and/or color. 


The big question-mark . . . the sandal? 

With the emergence of the lightened look in shoes, sandals 
are definitely very much in the fashion picture. Hardly a 
Guild house is without a selection of them. Both open and 
closed toe styles are being shown. A sampling of opinions 
expressed. ... Evelyn Liparé: “Open shoes must be different 
from the old open shoes in order to be accepted”; Lee Molnar 
of Palter De Liso: “Simple closed toe walking sandals look 
good to me”; Saul Litvak of Erica: “The open toe open shoe 
will be an addition to all the other current toe shapes.” 


- 





al 
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put 


reprints 
to work 


Reprints of articles that appear 
in BOOT and SHOE RECORDER 
are inexpensive when ordered in 
quantity. Many companies make 
it a practice to have articles 
which have a bearing on their 
business reprinted for distribu- 
tion to their own personnel, 
customers, prospects and other 
interested groups. 


Let us know when you see edi- 
torial matter in BOOT and SHOE 
RECORDER which you can use 
in reprint form in quantity, 
and quotation will be furnished 
promptly. 


Reprint Editor 


BOOT and SHOE RECORDER 
Chestnut and 5éth Streets 
Philadelphia 39, Pa. 





Easy, push-button 
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CUT COSTS, INCREASE PRODUCTION 
...that’s the result when Hytronic® Cutting replaces Clickers! 


“Six Hytronic Cutting Machines do the work 
of seven Model C Clicking Machines . . . increase 
production 15% while practically eliminating die 
sharpening and repair costs . . . operators make 
more money and produce more shoes with less 
effort, resulting in better quality”’—reports Richard 
J. Potvin, Jr., Vice President of Manufacturing, 
R. J. Potvin Shoe Company. “In addition we’ve 
reduced costs for new dies 20% while eliminating 
several manufacturing operations by incorporat- 
ing special features in the die itself. We were able 
to do this because of the softer action of the 
Hytronic cutters. 


“Our savings in die repair and sharpening more 
than pay for the additional cost of the Hytronic 
cutters; we have not sharpened one die in two 
years, now use lighter weight dies. Each cut is 


precise and clean, manual finishing has been 
eliminated. A savings of $60.00 weekly in sandal 
production results by combining perforating and 
marking with die cutting, thus saving two 
operations. 


“In a few weeks an operator upped his produc- 
tion from eight to twelve 36-pair cases of top 
leather. Concurrent with our constant search for 
an improved product is our attempt to provide our 
employees with better working conditions while 
increasing our production.” 

The experience of Potvin Shoe Company with 
(SAE Hytronic Cutting Machines is representa- 
tive. Other shoe manufacturers tell us that they 
are obtaining similar advantages in cutting upper 
leathers. linings and insoles. Find out about them 
first hand; phone for a trial today. 


Anited. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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by GERVASE BUTLER, men’s editor 


The London look 
goes to the Paris Fair 


September 8th begins the Semaine du Cuir in Paris. This 
year British shoe manufacturers for the first time plan to 
participate collectively, backed by the Board of Trade. Oj 
ten firms showing, names famous for men’s shoes are, Church 
& Co. Ltd., Kenwil Shoes Ltd., Saxone Shoe Co. Ltd., Teb- 
butt, Taylor Ltd. and Tecnic Shoe Co. Ltd. 

We are indebted to Miss Kathleen Topham, Public Rela- 
tions Officer, British Footwear Mfrs. Federation, for the fol- 
lowing preview of masculine foot fashions scheduled to cross 
the Channel for exhibition. We quote selectively: 

Fashion turns from the elongated point to the slightly 
shorter vamp and squared toe. These gently curve-edged, 
square-toed shoes are much more traditional looking than 
the passing, continental-born styles. 

Combined with the London Line is the continued feeling 
for softer, lighter footwear. The accent is increasingly or 
extra flexibility. Very soft leathers have, for the time being 
at any rate, replaced the demand for suede. 

Brogues, semi-brogues, oxfords, mainly with two eyelet 
ties, or at most three, are in strong favor. Casual slipons 
maintain popularity despite an ever increasing number of 
lightweight single sole shoes being made. 

Black is top color. But interest in browns is strong in 
shades of Cherrywood, Tobacco, Acorn, Dark Walnut, Nut 
Brown and Woodland Tan. Burnt Olive appears again and 
again. 

Buckled shoes, staple in all lines, show variety in new 
styling. Two or even three small buckles fasten at the side 
of a no-cap shoe. This has teen and younger man appeal. 

Evening favorite is the no-cap patent pump. But the 
black suede elastic-front casual, after a struggle, seems to 
have won acceptance for black tie occasions. 

For the “off beat’, even John Bull offers a quota of 
obliques, chisels, pearl finishes and exotic hardware. We 
prefer to picture a brogue crescent and a plain chisel toe, 
both new, both representative. From Tecnic, Rushden, 
England. - 
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moves more profitably! 


Every customer is a good prospect 

for SHOE SAVER®, the silicone 
water repellent that keeps feet dry. 
Shoes stay soft, comfortable, new 
looking. Attractively display packaged, 
SHOE SAVER sells itself, sells fast... 
repeats! And you get a full 40% 

... plus PM Plan! 


Nationally Advertised in leading 
magazines — True, Parents, Outdoor 
Life, Field & Stream, Sports Afield! 
Backed by free local promotional aids. 
Order SHOE SAVER from your 


findings distributor now. 


Retail: 4 oz. bottle $1.00 
8 oz. spray $1.59 


Dow Corning CORPORATION 
MIDLAND, MICHIGAN 
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“Your grandchildren 
will grow up under 
Communism’ 


9 


says NIKITA KHRUSHCHEV 


Will the Soviet threat come true? Will your grandchildren live under Communism? Forget God? Salute the Soviet flag? 
“‘Never!’’ you say. But are you sure? How can you oppose Communism? One sure way is to help Radio Free Europe. 


The voice is that of Nikita Khrushchev. 
The audience is American. 

“Your grandchildren will grow up 

under Communism!’’ he shouts. 

Will your children live to see 

the Free World die? 

Forget God? Salute the Soviet flag? 
**Never!”’ you say. But are you sure? 
What can you do to oppose Communism? 
There is one sure way. 

Help Radio Free Europe. 


What does it do? 
Every day, to 79 million captive people 


crenov ts... RADIO FREE EUROPE 


The American People’s Counter-Voice to Communism 
Mail your contributions to: Radio Free Europe Fund, P. O. Box 1961, Mt. Vernon 10, New York 


behind the Iron Curtain, it broadcasts 
news of the outside world. 

It helps keep these people from turning 
to Communism. The Poles, Czechs, 


Bulgarians, Rumanians and Hungarians. 


It keeps alive their friendship for 
America. It reaches over 90% of these 
people, despite Communist jamming. 
Thousands of letters echo the plea: 
“God Bless You! Please keep 

Radio Free Europe on the air !”” 


These people are the buffers between 
Russia and the Free World. 





They pose a major obstacle to the 
Russians starting any war. And 
Radio Free Europe is their strongest 
link with the Free World. 

But Radio Free Europe depends on 
individual Americans for its existence. 
How about it? 

Will you help? . . . Give a dollar? 
... Give five dollars? . . . or more? 
Surely your heart tells you to 

give something so that our children— 
and all children—shall live 

in freedom throughout the world. 


Sponsored by the National Association of Retail Clothiers and Furnishers. 
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by ESTELLE G. ANDERSON | children’s editor 


A marketing paradox 


Exploding population figures, increased birth rate... 
this may mean statistics to the Bureau of the Census; but 
to the manufacturers, marketers and merchants of children’s 
products, from food to furniture, shoes to strollers, it means 
the sweet music of the cash register. That’s not news, you 
say, and we agree. But let’s take it one step further. Did 
you know that more than one out of every ten American 
children is a Negro and that this represents “the largest 
precisely defined market in children’s shoes in the nation? 
This more-than-10-per cent of children’s shoe sales can 
mean the difference between breaking even and a profit.” 


How to capture a market 


The quote is from Thomas L. McConnell, advertising man- 
ager of the Herbst Shoe Co. of Milwaukee, makers of Child 
Life shoes. Last year, his company decided to do something 
about it. They instituted a thorough research program 
to measure the Negro market for children’s shoes and came 
up with some revealing facts: “This special market is the 
fastest growing market in the country. Contrary to general 
public opinion, it demands a quality product and is willing 
to pay for it. It expresses itself in brand preferences. 
Quality and national brands are the keys to selling in the 
Negro market.” 


Promote to profit 

Herbst Shoe Co. was one of the first children’s shoe 
manufacturers to recognize the tremendous potentials of 
the Negro market. Confirmed in their thinking by the con- 
vincing facts and figures (not only of their own research 
but those of the University of Pennsylvania and Ebony 
magazine as well), they developed (1) specific promotions 
directed to department store buyers of children’s shoes, 
especially those located in downtown areas where the shift- 
ing pattern of Negro population to metropolitan and urban 
centers made them important downtown customers; (2) a 
direct mail promotional kit to Child Life dealers; (3) a 
full page ad in Ebony magazine. 

The dealers were all in favor of it, especially since it 
did not mean any change in the styling concept, in any 
way, and was merely an opportunity to increase sales. Their 
comments reflected a unanimity of thinking: “We heartily 
approve of encouraging the Negro business. We have numer- 
ous Negro customers and find they are most pleasant to 
deal with. They are appreciative of good service and quality.” 

As Tom McConnell summarizes: “The paradoxical thing 
about this market is that up to 1960 no children’s shoe 
manufacturer tried to capture it.” 
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LETTERS 


The Clothier article 

The article by Peter T. Clothier 
[RECORDER, Aug. 1, p. 37] could 
very easily be shunted aside as the 
visionary view of a dreamer. That 
would reflect the kind of thinking 
of which there is far too much in 
our industry. 

If this article does, as it should, 
inspire courageous, aggressive, 
original thinking, it will have ac- 
complished a very noble and signi- 
ficant purpose. 

W. W. KISS, V. P. 
PIED PIPER SHOE CO. 
WAUSAU, WISC. 





Quality vs. fast production 

We here felt that Mr. Peter T. 
Clothier’s provocative article en- 
titled “New Directions in Shoe 
Manufacturing,” which appeared in 
the August first issue of BOOT AND 
SHOE RECORDER, was an article 
worth the consideration of every 
shoe manufacturer in this country 
and especially those manufacturing 
2,000 pairs a day or less. 

We don’t like to see quality tak- 
ing a back seat and more- and 
faster production of cheaper shoes, 
made here or imported, being the 
basis for our planning in the fu- 
ture. 

Mr. Clothier has stated that most 
manufacturers do as much as 95 
per cent of their business on no 
more than two-thirds of their lines. 
We believe the size of the manu- 
facturer could greatly change this 
percentage, as we know that many 
are still working on the 80-20 
theory, unrealistically doing 80 per 
cent of their out-of-stock business 
on 20 per cent of their in-stock 
items. 

At recent gatherings of Shoe 
Style Committees in New York it 
was evident that increasing costs 
and decreasing profits are being 
felt more each successive month to 
the extent that we now find the in- 
dustry as a whole going back to a 
little more simplicity and adding 
new treatments, leathers, soles, lin- 
ings, heels, laces, etc., to classic 
styles that have proven themselves 
winners over the past decade or so. 
This is a giant stride towards 
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achieving a more compact and suc- 
cessful operation, not to mention 
the higher degree of flexibility in 
production and faster out-of-stock 
delivery that will be end results. 

Planned obsolescence may _ be 
quite the thing today in various 
goods manufactured in this coun- 
try. However, when we speak of 
quality footwear and service items 
such as Back-to-School shoes and 
shoes from which the consumer ex- 
pects quite a lot, it would appear 
that quality will remain with many 
manufacturers and retailers alike 
as the mainstay of their business. 

We are continually seeking ways 
to improve our product by not add- 
ing appreciably to the cost. How- 
ever, after running up one avenue 
after another most improvements 
eventually come from better super- 
vision, realizing the amount of fi- 
nesse necessary today to get, in a 
finished product, that “look.” 

The old adage that by and large 
the consumer gets what he pays for 
can still be used as a measuring 
stick and I would debate the fact 
that all shoes are bought today 
with the idea of their being fashion 
accessories rather than necessities. 
In every shoe wardrobe (which 
could be expanded) there are sure 
to be found some service type 
shoes, which the consumer buys for 
a variety of specific reasons and 
will continue to buy unless they are 
no longer made available. If our 
industry comes to this point of no 
return, I think we have done the 
buying public a terrible injustice. 

To conclude, would only add that 
the shoe industry for many decades 
has not been getting its share of 
the consumer’s dollar, probably be- 
cause the average consumer does 
not have the vaguest idea of the 
amount of planning, operations and 
time necessary to get our product 
from its inception to the point that 
it is worn and found satisfactory 
by the wearer. I think when this 
problem is expanded and brought 
home in a more clearly defined 
manner to the general public, then 
and only then will our industry be 
able to put itself on the same con- 
tinuing profit level as many other 
industries in this country. 

W. F. KREIDER, PRES. 
W. L. KREIDER’S SONS 

PALMYRA, PA. 
(MORE LETTERS PAGE 33) 





Denver 
Joseph P. Dunn Shoe & Leather Co. 
1825 Lawrence 
Keystone 4-7297 

GEORGIA 
Jake H Helenson Lesther Compan 
80 Central Avenue, SW. , 
JA 5-6895 


ILLINOIS 
Ch 


meecensaan 
Kanners & Patrize 
TE 1-1930 
MISSISSIPPI 
139 East Pearl Street ' 
Fleetwood 2-6061 
MISSOURI 
- St. — 
3415 South Grand Bivd. r 
Prospect 2-4466 
NEBRASKA 


- Senet 

ladeiphia Leather Company 
1109-1] Harney Street 
341-8583 


37- 
LO 2-6121 


Syracuse 
Henry Frank Leather Company 
219 West Fayette Street 
Harrison 2-0093 

OHIO 

Cincinnati 
Ratterman-Graefe Leather Company 
112 West Court Street 
Main 2-4885 


Cleveland 
Wm. Glaser Leather Company 
5513 Superior 
881-7788 


Alex D. Kaetzel 
31-33 West Town Street 
CA 4-3647 


OKLAHOMA 
Oklahoma City 
Southern Leather Company 
704 West California Street 
Central 5-0373 
Tulsa 


Leather 
228 East Third Street 
LU 7-3153 


TENNESSEE 
Memphis 
eather Company 
274 Monroe Avenue 
Jackson 6-1204 


1508 Mc Avenue 
Fairfax 3-018) 


Sait wate hate aes Co 
e \ 
125 West First South 
EL 5-5065 
WASHINGTON 
The Frank Duncan Compan 
1111 Third Avenue 4 
Main 2-4885 
CANADA 
Montreal, P.Q. 
Willco Industries, Ltd. 
690 Notre 
University 8-1768 


Write direct to us if you don’t find one of our 
fast growing family of distributors in your area. 
0. A MILLER DIVISION PLYMOUTH, New Hampshire 














Exclusive from Miller 


PAK-LITE shoe trees IN LORS 


Here, made exclusively by Miller, is the most 
revolutionary shoe tree ever designed! 

It’s tough. It’s durable. It gives 

a better fit. It sells itself! 





A century of shoe tree leadership 


Rea peer ts 
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United Shoe Machinery Corporation 
PLYMOUTH, New Hampshire — 





~ Easier to use, 
easier to 


fo Csbeskesel-in wehnee 
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3-second demonstration will result in instant sales! 


Just push heel down. Tree expands in width and shoes last longer and look better! New lightweight 


length automatically! This shows your customers that — construction cuts customer sales resistance created 


the new tree will fit their shoes perfectly— makes their by old fashioned, heavy wooden shoe trees! 


Injection Moulded Construction makes wooden 


shoe trees obsolete! Gustomer satisfaction assured! 


Sell Point 41: 

New PAK-LITE Shoe Trees help 
prevent mildew! That's because 
new revolutionary design allows 
clean air to circulate inside shoes. 
Clean air keeps shoes fresher — 
lets perspiration dry naturally, 
thoroughly 


sizes to fit 


almost all shoes 


Small — 7C to 8%B 
Medium — 84C to 10B 
Large —10C to 114%B 


X-Large — 114%C to 13E 


Sell Point #2: 

New PAK-LITE Shoe Trees 
have smoother finish! Thus, you 
can demonstrate how shoe trees 
slide into shoes easily, effortlessly 
— how there are no tiresome 
metal parts to adjust. This gives 
customer satisfaction because 
they're easier to use — adijust- 
ment freel 


r 


8 


| 

| 

| 

| Black 
Brown 
| Tan 
l Blue 


exciting 
colors 
Red 
Grey 
Yellow 
Ivory 


Sell Point #3: 

New PAK-LITE Shoe Trees are 
guaranteed! Explain that new in- 
jection moulded construction is 
tough, durable, scuff and chip re- 
sistant! This gives customer satis- 
faction because they won't crack, 
split, warp or discolor like old 
time wood trees. 


‘i: 


Sell Point #4: 


New PAK-LITE Shoe Trees are 
eye-catching window display 
forms! They cost less, bring more 
traffic inside your store! Form up 
your display shoes with these new 
featherweight shoe trees! They'll 
stop your customers! This means 
they'll boost sales! They cost 50% 
less than out-moded wooden 
forms — and they're resalablel 


Fast turnover means 


Be first to stock up! Write O. A. Miller today! 


BIGGER PROFITS! 


Suggested retail price? Only $3 95! They'll 
sell and sell and sell because they look like they 
cost much more. Eye-catching colors create 
instantaneous “impulse” sales. This means 
more profits in your pockets. 


0. A. MILLER DIVISION 


United Shoe Machinery Corporation 
PLYMOUTH, New Hampshire 
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Worth writing for 


Please send us an extra copy of 
your Brand Name Guide and Trade 
Mark Directory. 


We would also like to say that we 
like the new feature in the RE- 
CORDER, “Worth Writing For.’ The 
items offered are really worth writ- 
ing for. 

JOEL FRIEDMAN 
PUBLIC SHOE STORE 
ARLINGTON, VA. 


Peak selling periods 


Just a brief addition to Virginia 
Marshall’s “If Your Customers Are 
Talking Behind Your Back” .. . 
August Ist issue. She mentions a 
complaint about a shoe department 
in a department store. There seems 
to be no balance of help during 
peak periods. 
This is true in some cases. How- 
ever, when you have grown out cf 
your main store and given birth to 
Suburban stores, who can deter- 
mine “peak periods?” We have 
the simple task of covering the 
floor from 9:30 to 5:30 Monday 
through Saturday, with Monday, 
Thursday and Friday nights till 
9 o'clock! This does not take 
into consideration lunches, intersell 
with other shoe departments (cas- 
ual and women’s dress), nor sick- 
ness. Then, of course, we have the 
foolish attitude that we want to 
give our customers not just a group 
of “bodies” with shoe horns, but 
experienced, helpful, shoe fitters. 
Then people ask why shoe buyers 
have ulcers! 
ELLIOT M. BREUER, MGR. 
YOUNG PEOPLE’S SHOE SALON 
CUPWELL’S 

OAKLAND, CALIF. 


Enlightening 
The new RECORDER is most en- 
lightening. It is instructive, infor- 
mative and some of our operating 
decisions are based on the facts 
and figures in many of your arti- 
cles. 
JOE FEINBERG 
CINDERELLA SHOES 
MIAMI 
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by GERALDINE EPP, teenage editor 


The variety pack! 


Profusion leads to confusion! So, in an attempt to clarify 
the last picture for spring, I’m calling it this way: 1. Points 
. . . to remain the volume leaders for at least one more 
season; 2. Squares to reach volume proportions; 3. Cres- 
cents, very important fashion item; 4. Oblique angles . 
‘kookie’ to say the least, and a novelty offering. 

How were these conclusions reached? Through inter- 
views with men-in-the-know ... the last manufacturers. 
And, while variations on all these toe shapes are proving 
a headache to them, as well as others, one thought stands 
out in their minds: A VARIETY OF LASTS IS ONE OF 
THE BEST WAYS THE INDUSTRY HAS OF SELLING 
A “WARDROBE OF SHOES” .. . not only to teenagers, but 
to all footwear customers. Like the cereal-makers, they 
hope to offer a “Variety Pack” for seasons to come. 

Illustrated below are some good examples of new lasts 
to be featured by teen lines at the National Shoe Fair: 
Krentler Bros.’ soft-walled Soft Square, its edges gently 
curved . . . designated for dressy flats and little heels; Vul- 
can’s Crescent, softly-walled, with straight sidelines, for flats 
and little heels; and Krentler’s Oblique Angle for novelty 
flats. Continuing: sharply defined squares of more modified 
widths than fall . . . volume for tailored flats .. . including 
cement-type saddle oxfords. 

Bobbing along in an ocean of heel styles are a few that 
command special attention for teenage shoe buyers. One is 
the Baby Louis ... maintaining its position as a volume 
basic from 12/8 down. Newer versions of this classic have 
a flared base. Paneling, ridging as well as flaring contrib- 
ute newness to little heels. Stacked heels, without ques- 
tion, are tops ... with 4/8 the important height. Gaining 
in importance are the square-backed heels. 


Flared 
baby Louis 


Mears’ 
Square-back 


Crescent Soft square Oblique angle 











DOUBLE the 3 ees 
E. MODELS... 
‘For all but 


Reinforcement! / i 
3 Hardite heel. 


: - Clear and Smoke. 
DOUBLE the tins 8 10 30 


DOUBLY 
REINFORCED! 


HARDITE 
on the 
Bottom! 


un Dem 


EXCLUSIVELY A PRODUCT OF THE LUCKY SALES CO., INC 


Now, through a new and exclusive Lucky process. 


DOUBLE THE PROTECTION \. SPIKE HEEL 


~ MODELS... 
DOUBLE THE VALUE! For Mid Spike Heels 


DOUBLE REINFORCEMENT now gives your E aN and High Spike Heels. 


: 4 bos ; Lucky's all around 
customers the best possible wear protec- ‘ 48 | spike heel protection 


tion of all times. And HARDITE produces \ “e with Hardite . . . double 


the hardest plastic heel made. = \ . \ reinforcement in 
cade | heel area. Clear and 
Smoke... 
Sizes 5 to 10. 


AT OR 4 Brun, o 
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REINFORCED! os ‘Ne ‘ Good Housekeeping 


RS 
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All Around 
Spike Heel 
Protection... 
with HARDITE! 


LUCKY SALES GCO., inc. 


LOS ANGELES, 11711 EXPOSITION BLVD. CHICAGO, 3818 ARMITAGE AVE. . _ NEW YORK, 47 W. 34th ST. 
BRadshaw 2-8266 HUmboldt 6-7810 PEnnsylvania 6-5955 
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PATTERN PORTRAIT 


Wing tip classic 





by GERVASE BUTLER 


Autumn is implicit in this good looking brogue. Yet its classic styling 
is a forecast that will stretch into spring. Note details such as the 
high - on - the - foot five eyelet blucher treatment, the rugged total of 
bold pinking, perforations and stitching, the extended heel seat, con- 
tinuing the heavy wheeling and the full reverse welt on the sole. From Bates. 
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The booming NEGRO MARKET 


The average Negro buys more shoes than the average 
white man and he pays more for them. He is more 
quality, brand and style-conscious and more particu- 
lar about where he does his buying. 


If the average white man bought 
shoes like the average Negro man, 
men’s dress shoe business would 
take a substantial jump both in 
pairs and in dollar sales. Of all 
the “specialized” men’s groups— 
whether by age or income or occu- 
pation or race or other—Negroes 
are the best friend and customer of 
the men’s shoe business. For exam- 
ple: 

The average Negro buys 77 per 
cent more pairs than the average 
white male (a per capita consump- 
tion of 2.3 pairs of dress shoes for 
Negroes as against 1.3 for white 
adult males). 

Negro men in 1960 bought an es- 
timated 16 million pairs of the 80 
million pairs of men’s dress shoes 
produced. So Negro men, account- 
ing for 11 per cent of the adult 
male population, accounted for 20 
per cent of the men’s dress shoes. 

The average Negro man spends 
an estimated 32 per cent more for 
his shoes. Negro men prefer and 
buy better quality, higher priced 
shoes. If an average white man 
buys at $15, the average Negro 
will buy at $20 a pair. 


Spend twice their share 


Annual retail sales of men’s shoes 
are approximately $960 million. Of 
this total, Negro men account for 
an estimated total of about $220 
million, or about 23 per cent. Thus, 
while accounting for some 11 per 
cent of the adult male population, 
they account for twice their repre- 
sentative share in shoe dollar spend- 
ing. 

Yes, the Negro market for men’s 
shoes is a big and distinctly differ- 
ent one. It’s definitely different in 
terms of styles, brand preferences, 
quality and price level preferences, 
how it’s advertised to, how it’s 
appealed to and sold to. This is 
because the Negro regards his 
shoes as something very special. 
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This influences his tastes and buy- 
ing habits. 

Shoe manufacturers and retailers 
seeking to develop a share of this 
lucrative and rapidly expanding 
market should first know how and 
why this specialized market is “dif- 
ferent.” 


Booming market 


There are now 19 million Negroes 
in the U. S.—one in every 10 
Americans. Their spending totals 
$20 billions. It’s a market as big as 
all of Canada’s, both in population 
and consumer spending. 

The Negro population is growing 
at a rate 57 per cent faster than 
whites. Between 1950 and 1960, the 
Negro segment rose 26 per cent, 
while the population as a whole rose 
only 18 per cent. 

Perhaps even more significant 
has been the mass migration of 
Negroes to North and Midwest and 
West. Only 52 per cent of the Ne- 
gro population is now in the South. 
More than 40 per cent is concen- 
trated in the nation’s 40 top metro- 
politan markets—and this 40 per 
cent accounts for 65 per cent of the 
total Negro earning power. In the 
1950-60 period, Negro population 
rose only 9 per cent in the South, 
but over 50 per cent outside the 
South. 

Many non-South states have 
shown huge Negro population in- 
creases in terms of percentage, 
over the past decade. Some exam- 
ples: Maine, 183 per cent; New 
Hampshire, 171 per cent; Wiscon- 
sin, 121 per cent; Connecticut, 96 
per cent; Indiana, 68 per cent; Ne- 
braska, 69 per cent; Colorado, 72 
per cent; California, 66 per cent; 
Rhode Island, 58 per cent; New 
Jersey, 59 per cent; Ohio, 58 per 
cent. New York state now leads 
with 1.4 million Negroes, followed 
by Texas (1.2 million), then 
Georgia, which only a few years 


by WILLIAM A. ROSSI 


ago was first. 

But the concentration of Negro 
population has been in the cities. 
For example, 80 per cent of Mis- 
souri’s Negro population is in St. 
Louis and Kansas City. While Ne- 
groes comprise a little over 10 per 
cent of the total population, many 
cities have much higher percent- 
ages. Some examples: New York, 
14 per cent; Chicago, 23 per cent; 
Philadelphia, 26 per cent; Detroit, 
29 per cent; Baltimore, 35 per cent; 
Cleveland, 29 per cent; Houston, 
23 per cent. 

Washington, D. C., has shown the 
most spectacular gain in Negro 
population. In 1950, Negroes ac- 
counted for 33 per cent of the 
population, as against 54 per cent 
now—the most “concentrated” Ne- 
gro city in the U. S. 

Thus, the Negro population is 
today largely an urban or in-city 
population. One-third of all Ne- 
groes are in 25 cities, as against 
only one-seventh of all whites who 
live in those cities. While one in 
every 10 of the general population 
is a Negro, in those 25 major cities, 
one in every five is a Negro. 

By contrast, only one in every 
25 Negroes lives in the suburbs— 
which is far below the national av- 
erage of one in 10. 


Downtown concentration 


It is generally conceded by popu- 
lation experts that within the next 
ten years, nine of the nation’s ma- 
jor cities —the city proper — will 
consists of 50 per cent or more of 
Negro population. 

In terms of marketing — and 
more specifically shoe business— 
the great significance is this: the 
heavy concentration of Negro cus- 
tomers and purchasing power is in 
the downtown or center-core areas 
of our cities. Shoe stores or depart- 
ments situated in such areas have 
the best chance of developing the 
Negro market as customers. 

The reasons for this urban con- 
centration of the Negro are obvi- 
ous. Segregation practices, open 
or otherwise, have maintained a 


Boot and Shoe Recorder 





for men’s shoes 


closed door in suburban areas. Oc- 
cupational and income limitations 
(though now rapidly changing) 
have also played a role in restrict- 
ing the Negro to the cities. 

This, in turn, has helped make 
the Negro market different in terms 
of what and how the Negro buys. 
For example, he has no need to 
spend his money on such suburban 
living items as garden tools, house 
paints, boats, outdoor barbecues, 
etc. His leisure activities are also 
limited due to the places and types 
of recreational activities, travel, 
etc., open to him. Hence there are 
much greater amounts of his in- 
come to concentrate on certain 
kinds of merchandise—food, cloth- 
ing, cars... and shoes. 

Remarkable things have also hap- 
pened to Negro income to create 
his vast purchasing power now 
amounting to $20 billions. Since 
1939, the incomes of Negroes have 
increased four times faster than 
those of any other group in the 
nation. 

Less than 25 years ago, most Ne- 
groes were engaged in farming, 
and most living in primitive shacks. 
Today, average per capita Negro 
income is $1,000. This is greater 
than the average for Western Eu- 
rope. In France and Western Ger- 
many, per capita income is $850, 
in England, $1,000, and only $650 
for Western Europe combined. In 
the Soviet it’s only $300. 


“Disposable” income 


Today, a swelling tide of Ne- 
groes are finding skilled occupa- 
tions in industry, retailing, profes- 
sional and other good-paying jobs. 
This has zoomed their incomes and 
purchasing power. What’s more, 
the Negro spends it faster—on the 
selective items he wants. To him, 
the economists’ term “disposable 
income” really means disposable. 
And in many instances, as we’ll 
soon see, his reasons or motives 
for this manner of spending are 
different. 

The American Negro buys differ- 
ently. To appeal successfully to 
him as a shoe customer requires a 
specialized approach based upon his 
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motives for buying. This means 
understanding how and why he 
thinks as he does, and hence how 
and why he buys shoes and other 
merchandise as he does. 

Says Leonard Evans, prominent 
Chicago consultant on the Negro 
market, “It’s not a market identi- 
fied by color, but by unorthodox 
buying habits.” 


Status symbols are vital 


Because of the economic and so- 
cial restrictions that have ham- 
pered Negro progress, he has ac- 
quired distinctive behavior pat- 
terns. Prestige and status symbols 
are vital to him. This translates 
into a motive whereby he extends 
himself to buy the best. This is 
one important reason why he buys 
known brands that have known 
price levels and known quality lev- 
els. This applies to clothing, liquor, 
food, cars—and shoes. 

Shoes particularly are one item 
which the Negro uses to express 
status. Shoemen who cater to this 
market declare that a Negro man 
can pinpoint the brand, price and 
value of a pair of shoes at ten paces. 
He is sensitively attuned to evalu- 
ate every item related to prestige 
—and he knows he is appraised in 
the same manner by fellow Ne- 
groes. Thus, his buying habits are 
strongly influenced by this. And he 
spends strongly on “visible” items. 

This makes him very particular 
where he shops. He prefers to shop 
at the best stores. He is ready and 
willing to pay the better prices for 
the better merchandise at “pres- 
tige” stores that extend “prestige” 


MARKETING FACTS 


POPULATION —Rising 
COLLEGE ENROLLMENT —Rising 
INCOMES —Rising 
CITY POPULATION* —Rising 
MEN’S CLOTHING 
MEN’S SHOES ($) 


MEN’S SHOES (PRS.) —Buying 


—Spending Rivas 
—Spending IRYAZ 








Note: Negro men account for about 11% of the adult male population—but account 
for an estimated 20% of the spending for men’s dress shoes. 


service. 

Negro men not only buy shoes 
more often than whites, but they 
tend to buy faster, select quicker. 
One reason is that they have clear- 
cut ideas as to what they want. 
And, in terms of brands, they are 
largely pre-sold. 

The Negro man will study shoe 
store windows longer, more care- 
fully. This is part of the buying 
pattern of being highly particular 
and selective. Also, during the ac- 
tual fitting and buying procedure, 
he gives meticulous examination to 
the shoe, noting every refined de- 
tail. The slightest imperfection 
will be cause for rejection. He’s 
paying a good price for a reputa- 
ble product, and he wants it to be 
flawless. 

The Negro man pays above-av- 
erage for his shoes—as well as for 
other items. Many of the best- 
known top-quality men’s shoe 
brands in the country find a ready 
market among Negroes. These shoes 
commonly range in the $25-$35 
bracket, and a large majority are 
above $20. By interesting contrast, 
for the adult male population as a 
whole, 77 per cent of all men’s 
dress shoes retail at $13 or less a 
pair. While there are no actual 
statistics available, it’s estimated 
that at least half of all Negro men 
spend above $15 a pair, and fully 
a third spend above $20 a pair. 


Spend more for clothing 


A Department of Agriculture 
market study reveals that Negro 
men spend 36 per cent to 49 per 
cent more for clothing than do 
white men. A similar pattern ap- 
plies to shoes. The same finding 
was made by a Study of Consumer 
Expenditures conducted by the 
University of Pennsylvania in 
1957. 


ABOUT NEGROES 


faster than whites 
faster than whites 
faster than whites 
faster than whites 
more per capita than whites 
more per capita than whites 
more per capita than whites 





*25 major U. S. cities. 











No consumer group in the U. S. 
is anywhere near as_ brand-con- 
scious as the Negro. Brands are al- 
most a fetish, for they stand as the 
clear insignia of the value or worth 
of the product. This translates 
into prestige and status level for 
the Negro. 

An American Public Relations 
Conference study made among 
northern city Negroes showed that 
one-third of the Negroes could 
quickly identify brands extending 
marketing recognition to Negroes. 
This is a very high percentage of 


The popular Saratoga last. Note its gen- 
erally conservative pattern, but featuring 
a high-gleam shine and white sole-edge 
stitching. (Stetson) 


brand recognition. 

Professor John A. Davis, Ford 
fellow and expert on the Negro 
market, states, “If Negroes are 
good customers (and they are), 
they are also tough ones, and for 
good reason. Too long have they 
been advertised at. Today the Ne- 
gro rightfully wants to be adver- 
tised to. Negroes want to know 
that their business is earnestly de- 
sired.” 

A number of national brands in 
the men’s shoe field have had out- 
standing success in the Negro 
men’s field. Among them are Flor- 
sheim, Stetson, Stacy-Adams, How- 
ard & Foster, Connolly, Edwin 
Clapp, Nunn-Bush, Freeman, Rob- 
lee and several others. Many of 
these firms advertise directly in 
Negro media. Note that all are in 
the better-grade, higher-price field. 
Johnson & Murphy is also included. 
At the opposite end, appealing 
chiefly to the Negro young men, is 
Flagg Bros. 

These firms have learned to slant 
advertising copy to the special ap- 
peals of the Negro market. Copy 
headlines stress importance and 
prestige and status of the individ- 
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ual. Some samples taken from a re- 
cent copy of Ebony, Life-type Ne- 
gro magazine: 

“When It’s Important That You 
Look Important” (Connolly Shoe). 

“America’s Costliest Shoe for 
Men” (Edwin Clapp). 

“You Pay No More for the Pres- 
tige of Wearing Florsheim Shoes.” 

On the other hand, there are some 
branded men’s lines which, while 
eager to obtain more of the Ne- 
gro men’s shoe business, are “sen- 
sitive” about open pronouncements 
that seek to cultivate this market. 
This has posed a dilemma for them; 
for without the direct approach 
they can at best hope to obtain only 
fringe business from this source. 

Many retail stores in large cities 
or industrial centers where there 
is a Negro concentration, have had 
outstanding success in catering to 
this business. Their own advertis- 
ing tends to follow the general pat- 
tern of emphasis on top quality, 
brands, selective or specialized styl- 
ing—and a welcome mat openly 
expressed for this trade. 

Direct mail advertising by re- 
tailers, however, plays a very small 
role. One important reason: Negro 
men tend to change addresses fre- 
quently, thus nullifying much of the 
value of a direct mail list. 


Styling tastes 

The Negro man has very distinc- 
tive and selective tastes in shoe 
styles. There are some styles made 
exclusively for the Negro trade 


that are unique. But, conversely, 
other styles for this trade are so 
conservative in pattern as to be- 
wilder an attempt to pinpoint a 
single, broad classification that can 
be called “Negro shoes.” 

But one thing is highly signifi- 
cant. The Negro man has been re- 
sponsible for a number of innova- 
tions in shoe styling that have won 
mass acceptance among Negro and 
white men alike. He has been re- 
sponsible for considerable style 
leadership in shoes. At the same 
time, however, he is “influenced” 
by general styles. While he has dis- 
tinctive and particular tastes, he is 
not seeking to be drastically “dif- 
ferent.” For example, if he buys 
pointed toes, he doesn’t want these 
to be extreme. 

The Negro has been influential in 
such men’s shoe styling develop- 
ments as suede shoes, off-beat tones 


or shades, pointed toes, ete. 

States Hector Lynch, III, presi- 
dent of Howard & Foster, a lead- 
ing brand in this field, “Contrary 
to some popular opinion, the Ne- 
gro is not an extremist in styles. 
The modern, well-dressed Negro man 
wants to be a bit different to im- 
plant the idea of style leadership 
—but he insists that styling re- 
tain good taste. The so-called ‘wild’ 
styles apply only to a minority—as 
well as they apply to a minority of 
white men.” 

Well, what are the shoe style 
preferences of Negro men? 


Popular lasts 


Perhaps of greatest single impor- 
tance is the last. These lasts go by 
established names well known to 
Negroes. Among the better known 
are the Dayton, Saratoga, Toledo, 
Combine, Madison, Detroit, E] Do- 
rado and St. Louis. Each manufac- 
turer or brand tends to be known 
by its last. 

Generally, no single type of last 
has universal popularity. Each is 
popular in its own geographical 
area. This tends to refine styling 
tastes even more. 

Ironically, two of the most popu- 
lar lasts — the Dayton (Stacy- 
Adams) and Saratoga (Stetson)— 
are extremely conservative. The toe 
is moderately pointed, the pattern 
very simple—a straight tip bal, in 
six eyelets, mostly in black, but 
with some brown. However, they 
are characterized by white sole-edge 
stitching and a highly bright finish 
or shine. This type of last has been 
popular for some 40 years. It is 
believed that the Negro adopted it 
from what he termed “white gen- 
tlemen’s shoes.” 

A second “typical” last is the 
elongated type, more popular with 
the lower-income, lesser-educated 
Negro in the South and Southeast 


Another conservative but popular pattern 
—a blucher in kidskin. (Stetson) 
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(it is also sold there to many 
whites, as well). It’s a perennial. 
The toe tends to be more pointed, 
the whole shoe long and slender, 
with low-cut sides and lots of toe 
spring. 

Another popular one in the con- 
servative group is actually a type 
that would seem to be worn by 
older men. It has a softly rounded 
(and raised) pointed toe, blucher, 
in soft kid or kangaroo. Ironically, 
it is popular even with many young 
Negro men. It is immediately 
spotted as a “prestige” shoe with 


An elongated (though not extreme) last 
in a common pattern. High shine and 
white sole-edge stitching. (Stetson) 
character. 

In recent years, however, there 
has been increasing tendency to 
adopt more general lasts in dress 
shoes—especially with the better 
educated Negroes. This also ap- 
plies to patterns. There has been 
a strong trend, for example, toward 
Continental styling moc fronts, 
slipons, etc. And minus the usually 
popular white sole-edge stitching. 
This has been more evident in such 
cities as New York, Boston and 
San Francisco. But in other cities 
such as Houston, Detroit, Chicago, 
Los Angeles, Atlanta, St. Louis, 
etc., the “traditional” styling tastes 
still prevail. 

Another interesting twist is the 
extraordinary popularity of kid 
and kangaroo leather shoes in very 
conservative styling. And with Ne- 
gro men of all ages. One company 
(Connolly Shoe) has done an out- 
standing job in this area. 

Nevertheless, style preferences 
tend to be localized. Not only are 
there pronounced differences in 
tastes between North and South, 
but among Northern cities and 
Southern cities. Preferences aren’t 
the same in Detroit and Chicago, 
nor in Memphis and Atlanta. Many 
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retailers, intimately knowing local 
tastes and preferences, will suggest 
style detailing to resources which 
will be adapted. 

The Negro is more venturesome 
both in materials and colors in 
shoes. Nylon mesh has declined in 
men’s summer shoes, but Negro 
men still buy them. Suede is still 
a big seller in some sectors, in cer- 
tain colors (black, beige, brown, 
olive green, dark gray, billiard 
green). Suede colors must be pre- 
cisely on wanted tones, or no sale. 

Reptile prints sell well to Ne- 
groes, and also genuine alligator; 
a far larger share than to whites. 


Gleaming black 


The most popular color is black. 
But it must be a gleaming black 
that retains a high shine so that the 
shoe always has a new look. This 
is also important in window dis- 
plays. In the South, brighter shades 
are popular: light browns or dark 
tans; and in some areas tangerine 
(an orangey-brown) is a tremen- 
dous seller. Two-tones have wide 
acceptance, as well as dual textures. 

White sole-edge stitching has 
long been a “must” in styling of 
men’s shoes for Negroes. This 
again expresses the visual appear- 
ance of newness. However, while 


Left: elongated slim last in two-tone brown, 
exaggerated toe spring, and white sole- 
edge stitching. (Howard & Foster) 

Right: Combination smooth and suede on 
elongated last. Suede is in billiard green. 
(Howard & Foster) 


still a dominant feature, it is be- 
ginning to be played down, espe- 
cially among the better educated, 
better-income Negroes who tend to 
be the “influentials” within their 
race. 

Heel heights in many areas tend 
to be a bit higher—8/8 and 9/8. 

But now, according to manufac- 
turers and retailers catering to the 
Negro trade, there is a gradually 
widening variety of styling re- 
quired. The Negro has adopted Ivy 
League and Continental styling. 
This applies to shoes as well as to 
clothing. 


States Warren Lane, vice presi- 
dent in charge of sales and styling 
at Stetson Shoe, “The once ‘definite 
image’ of Negro shoe styling ap- 
pears to be gradually declining. 
While still dominant, the image is 
tending to meld with regular or 
general styling in men’s shoes. As 
the income, educational and occu- 
pational opportunities and levels of 
Negroes rise, we can expect more 
adaptation to general styling 
trends, less specialized on a racial 
basis. Nevertheless, we can still 
expect this specialized styling image 
to remain for quite some time yet.” 

The Negro is also particular 
about the fit of his shoes. He buys 
certain lasts because they’re good 
fitters. But here too he has distinc- 
tive wants. Many Negroes like a 
long, slim look in their shoes. They 
will often buy a shoe longer but 
narrower than foot-size require- 
ments, to achieve the long-slim look. 
Others prefer “natural” sizes. This 
means that stores must usually 
carry a broader range of sizes and 
widths to accommodate all prefer- 
ences. 


Courtesy treatment 

Lastly, the Negro wants and ex- 
pects full courtesy treatment in the 
shoe stores he patronizes. The 
store that fails to extend itself with 
complete service, including all the 
normal courtesies of customer 
treatment, is doomed to quick loss 
of this trade. 

As we’ve seen, the Negro market 
for men’s shoes is both a unique 
and lucrative one. Many manufac- 
turers and retailers have done 
handsomely in serving it. But, as 
we've learned, it’s a market requir- 
ing understanding and a very spe- 
cialized approach to win its 
profitable allegiance. 


More extreme elongated last with long- 
slim look and exaggerated toe spring. 
(Stetson) 
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Fine fitting. nylon mesh. lightwerght shoe for summer end all binsfully foom 
cushioned. Tha a the comfort shoe to tebe the season smartly in stride. Black 
mesh with biect petent trom, begs mesh «ith ten leather trim, dive mesh with 
dive leather trem. or all white 


eet Lene weet Hee 
3) r4 Shecs at New York & Brockiye Only 
Sane J ryant 


“Repeat of a Sellout!" or "A REPEATED 
EVENT!" is an economical and particularly 
effective method of promotion “best-sellers” 
that very few stores employ. Some stores 
have repeated identical advertisements six 
or eight times during a season successfully. 
Repetition gains importance. 


Glittering generalities do not 
make good shoe advertising! 

You simply cannot do more than 
create a glancing impression with 
advertisements that do little more 
than show a sketch of a shoe. Some- 
day retail shoe advertisers will 
realize that just a big picture of a 
shoe is not enough. 

Shoe retailers should make a 
close study of shoe advertising in 
such mail-order catalogs as Sears 
and Wards. Here the advertise- 
ment must not only arouse interest. 
It must stimulate desire with the 
headline, give complete facts and 
benefits in text and in illustrative 
description, and induce customer 
action. 

In catalog selling you do not 
have a “live” salesman, window or 
interior displays, an opportunity 
for the customer to examine and 
try on different styles, models, 
sizes, widths, materials. Catalogue 
selling is not only a form of self- 
selection but of self-decision. 

Fortunately, in shoe retailing, 
the primary function of advertis- 
ing is to bring the customer into 
the store. The balance of the sell- 
ing operation is up to the shoe 
salesman. 

Glittering generalities in copy: 
® Dear customer—our spring 

shoes are here, and now is the 

time to choose for Easter . 

This could have been written for 
any Easter since 1861. It contains 
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The BIG PICTURE 
IS not enough... 


no specific fashion, merchandise or 

benefit information. Why and how 

are styles for Easter 1961 differ- 
ent from spring 1960, 1950 or 

1940? 

® Vitality for devotees of the 
opera. 

The accent is on dapper feet! 

It’s lilac time! See our profu- 

sion of Easter beauties. 

Making a fashion point. 

Come see the shoe that turns the 

head at $..... 

Classics with modern overtones. 

Since fashion is so widespread 
and so absorbing a subject among 
almost all women of the modern 
world, and since women are such 
careful followers of what is fash- 
ionable, and since fashion appeal 
can be such a remarkable force in 
selling women’s, misses, teens and 
even subteens, fashion advertising 
for shoes is more important today 
than ever before. Therefore, a shoe 
store should: 

1. Give news of a new development 
in shoe fashions clearly, specifi- 
cally. Price should be indicated 
but not over-emphasized typo- 
graphically. 

. When a shoe fashion is known 
in your community—and liked— 
exploit this fashion to get as 
much volume as possible while 
popularity is at peak—emphasiz- 
ing “best-selling” price. 

. And don’t forget fashion even 
in a clearance or bargain adver- 
tisement. 


What shall we advertise? 


Just scheduling an advertise- 
ment in the newspaper is not 
enough. 
® Which number should be se- 

lected ? 

Why advertise that number? 

Is it a new fashion? 

Is it a new color? 

Is it a new material? 

Is it a new heel? 

Is it a new toe? 


Is it new decoration? 

Is it a proven best-seller? 

Is there ample stock to back-up 

this advertisement? 

Do your salesmen agree this 

number should be advertised? 

Is it being displayed in window? 

Is it featured in your in-store 

display ? 

Is it a special buy? 

Is it a clearance? 

Will this advertisement add to 

store’s prestige? 

Headline definitions: a headline 
is a word or a series of words set 
in display type, larger than that in 
which the body copy (text) is set, 
and that is placed in a conspicuous 
position, usually at the top of the 
body copy which it introduces. 

There are four types of head- 
lines according to purpose: 

1. Label headline names or identi- 
fies the advertised merchandise 
or service. 

. Informative headline informs 
readers about the main fact or 
idea—the main selling point—of 
the advertised merchandise. 

. Provocative headline provokes 
readers’ curiosity in order to 
lure the readers into the text. 

. Selective headline tells to whom 
the advertisement is addressed. 


Examples of effective headlines: 


© A brogue as flexible as your 
foot. 

@ Allen-Edmonds shoes need no 
breaking in. 

’ The modern way to comfort. . . 
our lightweight vitasole mocca- 
sin now even 20% lighter. 
Never-ending comfort for a non- 
stop day. 

Natural Bridge naturally pleas- 
ing in wicker weave nylon nicely 
stacked! 

Allens take your feet first into 
spring with punched bone leather 
and air-foam cushioning. 
Men—dress like a champion to 
play like a champion in famous 
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Glittering generalities do not make a good advertisement. It 
must give complete facts and bring the customer into the store. 


“Hush-Puppies” brushed pigskin 
golf shoes. 

® Take the 10-day walk test! Per- 
fect comfort or your money 
back! 

© Now! Florsheim 
magic top! 


creates the 


Text or body copy: 


The function of the body copy or 
text in retail advertising is to: 

1. Expand upon and explain the 
headline idea. 

2. Provide all the supporting mer- 
chandise information, benefits, 
care. 

. Include the urge-to-action (ad- 
monition or “kick-line”) at the 
end. 

. Tie-up the written merchandise 
story with the illustrative de- 
scription. 

Copy expresses the advertise- 
ment’s selling message. Carefully 
made layouts, thoughtful typog- 
raphy, excellent illustrations are 
important—BUT they must be 
linked with a good selling message 
to make the advertisement 100 per 
cent effective. 

Advertising copy should be sim- 
ple, interesting, informative. 

It must influence the customers 
to come to the store to buy, or to 
telephone or write for the shoes. 


Copy: 

Few advertisements reviewed in- 
cluded size or width range, mate- 
rials, heel heights, colors. Or 
whether mail and telephone orders 
would be accepted. 

Too many quoted price ranges 
without specifying which shoes 
were priced at which price. Do not 
use unusual words without explain- 
ing what they mean. Examples: 
“New monochromatic excitement in 
a distinctive pattern.” What does 
monochromatic mean to the woman 
customer? 

Cosmopolitan calfskin is another 
description that few customers un- 


plied to shoes? All too frequently 
manufacturing trade terms are 
adopted by retailers and used in 
both advertising and on-floor sell- 
ing without proper definition or ex- 
planation. Frequently, particularly 
in department store advertising, 
floor lines (locations) are omitted. 
Since larger department stores fre- 
quently operate several shoe de- 
partments, floor lines are impor- 
tant. 

Where shoe stores and depart- 
ment stores operate in both down- 
town and suburban shopping cen- 
ters, there should be a definite 
statement if shoes advertised in 
metropolitan newspapers are also 
available in shopping centers or 
other branch store locations. 


by WILLARD H. CAMPBELL 


Ralf Shockey & Associates, Inc., 
New York City 

Out of hundreds of advertise- 
ments reviewed in metropolitan 
newspapers, only two were for chil- 
dren’s shoes. With percentage of 
total population under subteen age 
increasing yearly, is the only time 
to advertise children’s shoes just 
prior to opening of school in Sep- 
tember ? 


Shoe illustrations: 

Retail shoe advertising has two 
kinds of illustrations: 

1. Decorative, used to give a 
pleasing atmosphere, to gain atten- 
tion, to indicate uses of shoes. 
Very few decorative illustrations 
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PHONE PE 6-5100 SUNDAY 1 TO S...ALL S GIMBEL STORES OPEN LATE MONDAY NIGHT 








imported hand-woven fiestas 


‘:” FOAM. >USMIONED REVELATIONS BY DESCO 


12.98 


foam. Boone, white or black laced with brilliaat 

07 costume. 

2 sing sandal with tthe wedge heel. 

b. Letrap sandal with shapely mid-beel. 
womens better caswals 

selectson of all branch sores 








SAVE 66 OF EVERY Two Palms oF THESE 
famous-make canvas casuals 
‘AY EXTRACRDINARY PRE-GEASON SAVES 


These are the casual shoes vou live in all summer long—now Gimbels brings 
them “ betore 


casuals, Combels street and bth floors — 
selection af all branch stores 








TAME TS Seearect comrent florentine calf roamer 


16.98 


I's hard to believe, but take the “ew-day walk tent” snd see. If you don't 
Roamers weaderfully comfortable, bring them beck. Our new 


soles 
. medium walking heel 
\\ Also classic Reamers in black, brown, grey, blue suede 


Cimbels shee sion, 4th floor, New York only 





derstand. 

“Ring around the throatline’— 
here again how many women are 
familiar with “throatline” as ap- 


write, phone tor 3.01 or more within delivery ares, edd 300 for ¢.0.4's; Beyend delivery ares, add BGe for shipping end handling 





Gimbels promoted three types of shoes—two at regular price. Every important fact is 
stated, including two boxes showing size and width ranges, plus addresses of four branch 
stores. Well worth studying. 
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are necessary or practical in retail 
shoe advertising. For the medium 
and smaller-sized shoe store, there 
is seldom room for this type of 
illustration. 

2. Descriptive, used to picture 
actual shoes, showing exactly what 
the shoes look like, and should tie- 
up perfectly with the written 
description. Descriptive illustra- 
tions should: 

a. Avoid black, gray or scenic 
backgrounds. 

b. Be simple, clear, uncluttered. 

c. Be uniform in character: 

1. In each advertisement. 

2. Throughout a definite period, 
such as a season. 

d. Not be too large in compari- 
son to headline, price or body 
matter in the entire advertisement. 

In reviewing shoe advertising in 
newspapers, it is apparent many 
shoe retailers, particularly those 
operating medium or smaller-sized 
stores, persist in putting their ad- 
vertising money, time and the 
cooperative efforts of their man- 
ufacturers almost exclusively into 
art work, on the apparent assump- 
tion that their customers know all 
the details about prices, style, con- 
struction, materials, sizes and 
widths, colors. 


Relevant facts 


Yet all this is not true. Even 
though shoe customers are sub- 
jected to a barrage of advertising 
about footwear, people do not carry 
such information around in their 
minds. Quite the contrary, it would 
be much safer to assume that 
everyone who reads a daily news- 
paper does know what shoes look 
like, but does not necessarily know 
other relevant facts about shoes 
and shoe styles. 

Good shoe art is difficult to 
produce. The mail-order houses pay 
big money (several hundred dol- 
lars) for each shoe illustration 
produced by specialists. 

First the shoe is carefully 
“dressed” for the photographer. 

Second, after the photograph is 
completed, it is delivered to an art- 
ist who, skillfully working with an 
airbrush, practically “rebuilds” the 
entire photograph. 

Third, the engraving for print- 
ing is made by a highly trained en- 
graver. 

Fourth, the printer who repro- 


42 


duces the engraving exercises ex- 
treme care to obtain perfect repro- 
duction. 

While the retail shoe store ad- 
vertiser can seldom afford to buy 
expensive shoe art work, fortu- 
nately the newspaper mats fur- 
nished retailers by some manufac- 
turers are of good, if not excellent 
quality. (See “What’s Wrong with 
Advertising Mats,” by Leon A. 
Friedman, May 15, 1961, issue of 
BooT AND SHOE RECORDER. ) 

At least, many of the mat illus- 
trations provided by the shoe man- 
ufacturers are better than the shoe 
retailer can buy from local artists 
—and they are provided free. If, 
as Mr. Friedman suggests, the re- 
tailer will order advertising mats 
when he details his shoe orders, he 
will have illustrations available 
when he needs them. 


Layout and typography 


While both layout and typog- 
raphy are important, it is “the 
carriage, not the king” in an ad- 
vertisement. In many instances, the 
shoe store advertiser can leave 
these two phases of advertising 
preparation to the newspaper’s ad- 
vertising department or composing 
room foreman. 

However, the shoe advertiser 
should know that an advertising 
layout should: 

1. Be easy to “shop” from. 

2. Not be crowded. 

3. Not have an over-abundance of 
white space. 

4. Be uniform in logotype—store’s 
signature or name. 

A good layout sees to it that it 
contains: 

1. Illustrations that do not “fight” 
each other. 

2. Illustrations that face toward 
the copy. 

. An arrangement that will get 

the reader’s eye—and hold it. 

. A distinctive continuity of indi- 
viduality that is easily recogniz- 
able at all times. 

As to typography, certain defi- 
nite policies should be established 
and adhered to consistently with 
the following points in mind: 

1. The first and foremost funda- 
mental of type use is: MAKE IT 
EASY TO READ! 

. Avoid italics and capitals, ex- 

cepting when used sparingly and 

with good judgment. 


. Display type should be used with 
restraint—too much display type 
results in no display, thus de- 
feating its own purpose. 

. Attention should be centered on 
correct use of type sizes and 
heading widths. 

. Briefer headings. 

. Prices should be a part of or im- 
mediately underneath a heading. 
A woman’s decision in selecting 

a shoe is based largely upon emo- 
tion. This factor must be consid- 
ered in selection of style to be ad- 
vertised and in the preparation of 
written and illustrative descrip- 
tions. 
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PIGSKIN 
SNOOKIE 


Paradise } 
\/> 


CLASSIC 
SNOOKIE 


9 a ns 


PARDON US FOR BRAGGING... 
but one thrilled customer bought 41 pairs 
of these heavenly Paradise Kittens! 


An unusual investment? Perhaps. But this wise woman 
knows what she wants out of life: COMFORT ... with 
an added dividend of BEAUTY! Don't drop your insur- 
ance, Don't sell your stocks. Don't trade your husband 
for a lifetime-wardrobe of Kittens. But do treat yourself 
to at least one or two pairs . . . for the most gloriously 
comfortable time of your fashion-life! 

MESH “SNOOKIE”—Black, beige, blue, white. 

PIGSKIN “SNOOKIE"—Black, bong, red, white, pink, lilac, 
blue-heaven, green-apple perforated pigskin. 

CLASSIC “SNOOKIE"—Black patent; black, blue, brown, 
2-tone grey suede; black, blue, red, brown calf. 


$44-99 


MAIL AND PHONE ORDERS, MU 5-9198. 
sid 43 for deliv re 


delvery; plus 3% sales tax in N 


Sizes 3 to 12, AAAAA to C. 52 extra for 10's (0 12 


TOWN SHOES FIFTH AVENUE 
385 FIFTH AVENUE AT 36TH ST. 


STETSON SHOP @ Open 9-6, Mon. to 7:30, Thursdey to 9 P. M. 











Treated in an_ informal, conversational 
manner, this Paradise Kittens advertise- 
ment includes not only an interesting idea 
but all basic facts and information. 
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PARIS REPORT 


by LYSIA HARIVEL 


The pointed toe has disappeared in Paris, heels are 
mostly slender and boots of all types are being shown. 


For Autumn-Winter 1961-62 the 
square toe silhouette is firmly en- 
trenched at Roger Vivier and 
Charles Jourdan. 

The other style creators have fol- 
lowed these two designers part of 
the way, but their shapes are not 
exactly the same as those at the 
above houses. Their shoes taper off 
in spindle shape, lightly lopped off 
at the toe. For that matter, in 
Paris the pointed toe has complete- 
ly disappeared. 

On the square toe last Roger 
Vivier has created a new shape 
which he calls ““Tourterelle” (dove) 
with a sole that sometimes turns 
up rectangularly at the toe or in- 
step. 

As to heels, there are the most 
liked 18/8 and the 24/8 Louis. 
Whether high or low, heels are 
mostly slender. There is also a 
sturdy squared-off heel for sport 
and travel. 

The plumage of birds has in- 
spired many of the new colors. They 
include deep brown, a grayed brown, 
dark red and tan. A transparent 
brilliant varnish is used on after- 


Dark red kid pump with thickened sole for 
walking ease. The 10/8 heel is a novelty 
‘shape as is the gold buckle worked into 
the toe of shoe. By Lempereur. 


noon shoes to make sparrow-brown, 
Pekin-blue, Watteau-blue, alumi- 
num and black even more brilliant. 

Ornaments have not changed 
much in the new collections. But- 
terfly and square bows continue 
both large and small, as do dress- 
maker details at the vamp and 
floral-type decorations. 


Boots of all types are being 
shown. The style makers have gone 
back to the low or half boot, using 
many leathers and _ materials. 
Bright colored mohair garters, or- 
namented with a ribbon, are an 
amusing touch. Fur ornaments 
have been discarded as the upkeep 
is difficult. 

Evening boots in laces and bro- 
cades are news this season. How- 
ever the most promising and best- 
liked of the evening shoes are the 
draped satin or crepe de chine san- 
dal pumps. Some are trimmed with 
precious stones or entirely covered 
with metal leaf. 

A current trend in Paris is the 
tendency of the great couturiers to 
launch shoes under their own flag, 
whether the shoes are made in 
France or Italy. As a result, there 
are the Lanvin-Castillo shoes — 
made in Italy by Mario Valentino. 
A new house, founded this season 
by Miguel Ferreras, formerly of 
New York, is showing D’Aya shoes, 
as is Madeleine de Rauch. 
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Charles Jourdan's square toe pump with 
a new cut on 22/8 heel. Moire trim, 
saddle stitching. 


Walking shoe on 12/8 heel by Vivier has 
sole “in movement," brought up squarely 
at the toe. In pavement gray box calf. 


Vivier's "Dove" with sole "in movement'’; 
of Watteau-blue satin, on a 24/8 heel. 
Trimmed with colored stone embroidery. 


Square toe suit shoe, designed by D'Aya 
for Madeleine de Rauch's fall/winter col- 
lection. 


Unlined square toe boot for afternoon 
wear in glossly black leather and red 
broadcloth with 10/8 heel by Vivier. 


Roger Vivier's evening boot in reembroi- 
dered Watteau-blue lace. Lace motifs at 
ankle; satin bows at vamp and counter. 


Lempereur's gray satin evening pump with 
shaped 10/8 heel, trimmed with dark gray 
‘beadwork galoon at topline. 
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The challenge: Design a Christmas window display that'll 
cost less than $50, using materials available in nearly 
any community. 

The response: Four original ideas by four of New York's 
top window display designers. 

The method: Pick one, follow directions and produce 
a fashion-accented window, exclusive in your area. 











|. Christmas 


on the Moon 





Form two conical trees from triangular 
cuts of cardboard. Tape together and 
paint green. Paste on icicles, other dec- 
orations, top with ornament. Use single 
large sheet of wallboard for moon, prop- 
ped up in foreground, painted silver. 
Hang styrofoam balls from ceiling with 
long sticks inserted; paint blue and fleck 
with silver to simulate celestial bodies. 
Use black background (wallboard or cur- 
tain), filtered blue light if possible. Hang 
just a few pairs of shoes from wires on ceil- 
ing. If shoe stands are used, cover with 
blue cellophane. 








Idea by Lawrence Reiter 
of Andrew Geller 











Four low-budget displays for Christmas 


III. Candlelight Aura 


Side drapes can be monkscloth, fiber- 
glas or just shower curtains, but should 
be white with gold design. Background 
is black, with white stars pasted on. 
Valence (painted wallboard) tops dis- 
play, hides wires, adds depth. Use painted 
cylindrical linoleum container for candle- 
stick, top with hand-shaped aluminum foil. 
(Hidden spotlight simulates burning can- 
die.) Fir garland, ornaments help hide 
base of candlestick. Sprinkle glitter on 
candlestick, suspend shoes, possibly hand- 
bags. 























Idea by J. R. Corbett 
of Ansonia 
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Il. Airborne Greetings 

















Begin with no-seam paper background, 
painted turquoise. Then take sheer ninon 
(organdy-type material), hang in front 
of background with 2" space between. 
Local sign painter should be able to pro- 
duce simulated greeting cards with your 
own message for about $20. Add arti- 
ficial tree, garlands. Suspend ornaments 
and cards. Foreground: circular wallboard 
cut-outs, covered with warm-colored fab- 
rics. Pile artificial snow against ninon 
background. Twinkle tree lights behind 
ninon would produce effect of depth, sky 
and stars. 




















Idea by Julian Hirschfeld 
of A. S. Beck 








... designed by experts for your window 


IV. Wreathed Fashions 


Cut holes into two pieces of wallboard. 
Attach wreathing material to form circles, 
and decorate with ribboned bows at top. 
Use ready-made streamer or have local 
sign painter letter wide ribbon. Suspend 
wreath-boards from ceiling with wire, and 
let suspended shoes and pocketbooks show 
through wreaths. Add gift box(es), items 
on table and floor; garnish with holly, 
ornaments. Background should be ice blue, 
merchandise red, black and other dark 
colors. Side stands are optional. 








Idea by Robert Ascher 
of |. Miller 
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A checklist 


for Christmas planning 


Planning for Christmas is planning for big business. 
Make your own store calendar of what to do when. It 
may help activate a profit-producing season. 


Christmas is big business for 
shoe stores. Federal Reserve fig- 
ures bear it out. On a dollar sales 
basis, approximately one-fourth of 
all men’s and boys’ shoes and slip- 
pers sold in 1960 were wrapped up 
in the months of November and De- 
cember. 

Planning for Christmas should 
be planning for big business. The 
time to start is NOW. 

The following checklist is offered 
as a guide to making the most ef- 
fective use of your store’s time, 
budget, facilities, personnel and 
display aids for the 35 precious 
shopping days between Veterans’ 
Day and Christmas Eve. 


September 1-15: 
Review your store’s complete 
Christmas program last year 


—What did you do that you 
should do again? What did com- 
petitors do that you didn’t? What 
customer complaints last year can 
be cured? What remissions last 
year can be corrected this year? 

—Were holiday stocks adequate? 
Were display units adequate? Was 
personnel adequate? Was store ar- 
rangement efficient? Was mailer 
effective? Was window effective? 
Was window in too early? Too late? 

—If special holiday pairs had 
been displayed and promoted earlier 
last Christmas, would increased vol- 
ume have resulted? 


September 15-30: 
Double-check merchandise 


—wWill basic footwear and storm- 
wear in all categories be stocked 
in sufficient depth? 

—Has special footwear been or- 
dered for that “fresh-merchandise 
look” ? 

—Is there ample stock depth for 
exchanges between Christmas and 
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New Year’s Day so that refunds 
are held to a minimum? 

—Have women’s holiday shoes 
been ordered in sufficient patterns, 
colors, materials, heels, toes? 

—Are teen party-shoe needs cov- 
ered? Do any teen fads appear to 
be gaining momentum in your 
area? 

—Does your handbag order in- 
clude gifty-looking specials for 
teens? For grandma? For cruise 
and resort? 

—Are basic slippers on hand? 
Are special slipper items included? 
Novelties? 

—Is hosiery stock generous? 
Are socks peaked? Have special 
socks been included to pep up dis- 
plays on sock rack and in windows? 

—Have any gift items, mittens, 
gloves, belts, shoe trees, shoe horns, 
caps, wallets, key rings, polish kits, 
etc., been overlooked as_ possible 
Christmas volume-boosts? 

—Will sport shoes be pushed for 
gift selling, bowling shoes, golf 
shoes, hunting boots, etc.? Are 
stocks adequate? 


October 1-15: 
Organize Christmas sales 
promotions 


—Have you developed an over- 
all promotional theme for Christ- 
mas 61? 

—Has your store’s total Christ- 
mas sales promotion budget been 
set? 

—Will your store have a Christ- 
mas catalog or mailer? Who will 
prepare it? When will it go out? 
Did it go out too early last year? 
Too late? What should have been 
included that was left out last 
year? Should there be a follow- 
up mailing of any kind? A Christ- 
mas card to regular customers? 

—What special Christmas ads 
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should be run? When? Where? 

—Should a series of radio spots 
be included? 

—Should TV time be planned and 
purchased ? 

—What will store display theme 
feature, bells, trees, angels, etc.? 

—Can any of last year’s decora- 
tions be revived for 1961? 

—How will the theme carry from 
window to interior displays? 

—wWill interior displays show as 
much merchandise as possible? Will 
they be dramatic? Gay? Christ- 
masy? Fresh? Will interior dis- 
plays promote impulse buying of 
shoes and gift items? 

—Should store be arranged for 
improved traffic flow? A _ special 
wrap desk set up? 

—wWill special Christmas wrap- 
ping paper tie into sales promo- 
tion theme? Has it been ordered? 

—wWill windows, as planned, do an 
effective selling job? Should fea- 
ture displays in windows be ro- 
tated about December 9? 

—Will windows, as planned, be 
harmonious with store’s established 
image? 

—What is the target date for in- 
stalling windows? When are other 
local merchants putting in their 
Christmas windows? 


October 15-31: 
Organize personnel details 

—Who will be available for ex- 
tra sales help? Would a popular 
teenage boy or girl be valuable for 
after-school selling? 

—Have _  shirt-sleeve meetings 
been booked to alert all salespeople 
on merchandise, stock handling, 
store housekeeping, record keep- 
ing, extra duties? 

—Would a separate telephone- 
answerer improve salesmen’s effi- 
ciency? Prevent their being inter- 
rupted in the middle of a sale? 

—Will you need extra help for 
extra night openings? What are 
the night opening plans of other 
retailers in your trade area? 


November 1-10: 

Make final check on all details 
—Are you satisfied that every 

potential for increased sales vol- 

ume and profits for Christmas 

1961 has been explored? 
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Your shoe store CAN be a gift shop 


lf you think there’s no Santa Claus for shoemen, try 
anticipating Christmas. Plan all year long for the 
big selling season and do some buying expressly for 
Christmas giving. 


Once upon a Christmas time, 
there were three un-wise shoemen. 
Unwise because Christmas shop- 
pers were everywhere but not in 
their shoe stores. The three men 
asked themselves why? Why 
shouldn’t shoes be a Christmas item 
like sweaters or lingerie? 

Asking themselves this question, 
each of the three shoemen tried a 
little harder the next year. One 
pushed alligators. One promoted 
cowboy boots. One went all-out for 
evening sandals. And all three 
hammered away with the tradi- 
tional slippers. 

But lo, »usiness at the shoe 
stores was only fair. 


No Santa Claus 


Year after year, the three un- 
wise shoemen followed the same 
pattern. Until at last they con- 
cluded, for the shoe store, at least, 
there was no Santa Claus. 

Now in another city in another 
state, there was a wise and suc- 
cessful shoeman who, at Christmas 
time, did what the three un-wise 
shoemen had not.... 

He anticipated Christmas. 

All year long he kept record cards 
of his customers, their sizes. When 
time for buying came along, he 
bought accordingly. Not only with 
size in mind, but he looked for the 
unusual in footwear. He sought 
out exciting shoe and bag sets. And 
while he generally stuck only to 
matching handbags, at Christmas 
time, he chose novel and elegant 
handbags expressly for Christmas 
giving. 
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He added gloves coordinated to 
match these sets. He added hosiery, 
and less expensive gift items: 
colored panties, minutely and at- 
tractively packaged; shoe acces- 
sories: bows and ornaments, shoe 
valets, fancy shoe covers for home 
and travel. 

He bought other novel items, as: 
matching zip waist purses to match 
golf shoes; children’s stuffed ani- 
mals that would double for over- 
night cases. 

In November, he took customers’ 
names from his record cards and 
mailed out Christmas greetings 
which not only wished customers a 
happy holiday, but thanked them 
for patronizing his store in the 
past and invited them to come in 
and select from his large array of 
Christmas items. 

And indeed his store did sparkle 
with a dazzling array of shoe sets 
and complementary items. But he 
didn’t let it go at that. 


A gift box 

In the center of his store, he set 
up a large and gayly wrapped gift 
box on the side of which read: “Is 
there a special shoe you’d like in 
your Christmas stocking? Let us 
know.” Paper and pencils were 
handy for customers to tell Santa. 

Near Santa’s box was a turntable 
display case with an intriguing 
arrangement of miniature plas- 
tic shoes and miniature carryout 
boxes, exact replicas of the store’s 
regular size shoe boxes. (Minia- 
ture shoes had been purchased 
through a local toy store and minia- 
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ture boxes were made by the local 
paper company.) 

Customers were delighted with 
the miniature shoes and Santa’s 
gift box. Thus, customers sent cus- 
tomers, who brought their hus- 
bands, children, girl scout groups, 
and soon the press got wind of it, 
which didn’t hurt a thing. 

In the meantime, the wise shoe- 
man planned his advertising well 
in advance. In fact, he had over- 
heard customers say repeatedly: 
“Shoes are my weakness.” And 
seeing these same customers gaze 
longingly at a pair of shoes in his 
store window, he set up his adver- 
tising to incorporate punchy 
phrases that would appeal to hus- 
bands, boy friends who were at a 
loss what to give. Thus... 


“Shoes are her weakness” 

“Diamonds may be a girl’s best 
friend, but shoes are her weak- 
ness.” or ‘Has Mama gone square?” 
or “Has she hinted?” with a pic- 
ture of a shoe. Or “Baby loves 
shoes, Dad loves loafers . . . how 
about for Christmas?” 

He ran ads which pictured the 
miniature plastic shoes and cap- 
tioned the ads: “For those who are 
uncertain.” 

And if shoe sizes seemed a prob- 
lem, the wise shoeman had the 
answer. From his record cards 
kept all year, he made it known 
through his advertising that he had 
customers’ sizes on file: “If the 
shoe fits? No problem. We have 
her size (or his.)” 

As for gift wraps, the wise shoe- 
man believed firmly gift wraps 
should be given FREE of charge. 
And so he did. 

And now—for the wise shoeman 
there IS a Santa Claus! 





NEW PRODUCTS 





Flared aluminum heels 


The current European design in- 
fluence is reflected in these three 
new half-aluminum heels which 
range from medium to high 
heights. 


“Air Flow” in the 20/8 range 
has a subtle back ridge formed by 
the V-shape which carries well up 
above the metal portion into the 
select maple base. 

A French flared V-back in the 
mid-height range has a _ sharply 
pronounced flare and V-back al- 
though the effect does not carry as 
high up along the back line as it 
does in “Air Flow.” This lower 
height heel is particularly comple- 
mentary to the new crescent toes. 

A third model is the squared 
flare or flared square top with 
noticeable rake and a long graceful 
sweep to the breastline. Available 
in heights from 14/8 to 22/8, it is 
shown extensively on the platypus 
toe and modifications as well as the 
walled crescent toe. 

None of the new heels will be 
available with the Mearlift con- 
struction because of their extreme 
shapes and rake. Widely flared top- 
lifts are nailed on according to 
European methods. SOURCE: 
Mears Heel Co., Lawrence, Mass. 


Breast flap trimming machine 


This new Breast Flap Trimming 
Machine — Model A— provides 


smooth, accurate cutting action 
needed for trimming the narrow 
types of breast flaps on present 
delicate Louis heel styles so easily 
damaged by older flap trimming 
methods. Operators require mini- 
mum of skill to produce work com- 
parable to that of skilled hand 
trimmers. 

Machine can also be used to do 
limited jointing. Also available is 
attachment for cutting breast flap 
and toplift line, completing breast 
flap operation. SOURCE: United 
Shoe Machinery Corp., Boston. 
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Multi-color marking 


A new low cost transfer process 
now makes it possible to transfer 
multi-color trademarks and designs 
to ordinary vinyl sock linings in 
one operation. The trademark or 
other art work is printed in as 
many colors as desired on special 
Electrocal transfer paper. The de- 
sign is transferred to the vinyl sock 
lining or other shoe part by a con- 
ventional electronic sealer. The 
colored ink becomes a part of the 
vinyl itself, completely scuff-proof 
and permanent. SOURCE: Electro- 
cal, Inc., 105 Chapman St., Canton, 
Mass. 


Shoe shine kit 


This Duffel Bag Shoe Shine Kit 
is a simulated leather bag which 
contains a matching mahogany 
shine brush and dauber, shine 
cloth, saddle soap and a can of 
black no-odor boot polish. The kit 
is 84%, in. by 334 in. and sells for 
$2.95. It is ideal for use on trips, 
at school, in the office or at home 
as well as in the service. SOURCE: 
Esquire Shoe Care Products, 339 
Wythe Ave., Brooklyn, N. Y. 


Vinyl heel finish 


This new “Heel Veneer” finish 
for all types of fibre or leather- 
board heels is based upon a unique 
vinyl compound that features the 
characteristic stretch or “give” and 
toughness of conventional vinyl 


film. Manufacturer claims it vir- 
tually eliminates the problem of 
cracking and resultant unsightly 
heels usually found in heel veneer 
based on hard resins. Coating 
easily absorbs constant flexing 
pressures without subsequent film 
failure. 

“Heel Veneer” is available in 
clear transparent or pigmented 
shades. Requires no change in 
present finishing techniques and 
can be brushed, sprayed or buffed 
to any required sheen. SOURCE: 
Waterlac Finish Co., 120 Andover 
St., Danvers, Mass. 


Overshoe heel cups 


Patented molded nylon and mold- 
ed polypropylene Heelkups are re- 
ported to end the problem of wo- 
men’s pointed metal heels punctur- 
ing or rapidly wearing through 
rubber and plastic overshoes. 

The nylon cups are inserted into 
the inside heel bottom by manu- 
facturers at the packing room. Re- 
tailers can also insert them in over- 
shoes and rubbers they now have 
in stock. Heelkups are slotted so 
that they clinch and hold in place 
after being inserted. 

The cups made of polypropylene 
can be put directly on the last and 
vuleanized as a part of the over- 
shoe. 

Heelkups are available in a com- 
plete range of heel sizes. Retailers 
can order them directly from the 
company; manufacturers, if neces- 
sary, can have them made to their 
heel specifications. 

The company, although supply- 
ing a complete size range of Heel- 
kups, is striving to have plastic 
and rubber overshoe makers pro- 


duce one standard heel size—to fit 
all heels. They believe this would 
be a practical, progressive step in 
the overshoe industry. 

SOURCE: Hook Brown Co., 44 
Farnsworth St., Boston. 
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Get in step with fashion’s favorite. . . 
the full grain glove leather that's 
leading the parade this season! 


Cclenial 


TANNING COMPANY, INC. 


Boston 11, Massachusetts 





Cordial 
Invitation 
To Visit 
Room 610 

The Fontainebleau Hotel 


in Miami Beach, Florida 
during the National Shoe Fair 
September 24 thru 27 


JOHN E. LUCEY CO., INC., BRIDGEWATER, MASS. 


New York Sales Office » Room 554+ Marbridge Buliding 


























One industry, 


More than half a million people 
earn their living from footwear 
and the footwear industry. 

The industry each year pays out 
$2.2 billions in wages and salaries 
to the half million employes. 

This makes the footwear indus- 
try one of the 15 largest employers 
and wage-payers of all industries. 

By “footwear industry” we mean 
shoe manufacturing, leather manu- 
facturing, shoe retailing, rubber 
footwear, allied shoe and leather 
trades, and many “fringe” groups 
which earn all or most of their in- 
come from employment within these 
occupational areas. 

The largest single employment 
and earnings group is shoe manu- 
facturing, with personnel totaling 
250,000, and wages and salaries 
amounting to $926 millions a year. 

Shoe retailing follows closely 
with 160,000 full-time people em- 
ployed, and earnings amounting to 
$695 millions. 

The allied shoe and leather trades 
embrace a wide variety of products 
and occupations: insoles, outsoles, 
shoe ornaments, findings, counters, 
box toes, linings, chemicals, tanning 
materials, oils, lasts, adhesives, 
welting and an almost endless list 
of other products. An estimated 
50,000 persons are employed in 
these trades, with a total wage and 
salary bill of . approximately $50 
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half a million paychecks 





HALF A MILLION WORKERS... 
$2.2 BILLION IN ANNUAL WAGES 


Estimated 
Industry No. of Wages and/or 
Branch Employees aries 


Shoe Manufacturing 


1) Production employees 220,000 $676 million 
2) Executive, sales, supervisory, 
clerical, etc. employees 30,000 250 million 
Leather Manufacturing 


1) Production employees 33,000 132 million 


2) Executive, sales, clerical, ; 
supervisory, etc. personnel 4,500 38 million 


Shoe Retailing 


1) Salespeople 120,000 375 million 


2) Managers, owners, buyers, 
executive, clerical, etc. 40,000 320 million 








Rubber Footwear 


1) Production employees 18,000 83 million 


2) Executive, sales, clerical, 
supervisory, etc. personnel 4,000 32 million 


Allied Trades (shoe and leather) 50,000 250 million 


Miscellaneous 


1) Part-time salespeople, “fringe” 
employees (window trimmers, 
truckers, etc.), special services, 
maintenance, etc. 10,000 50 million 


529,500 $2,206 million 


Figures are Boor AND SHOE RECORDER estimates based on govern- 
ment census data, and may be accepted as very close approxima- 
tions of actual figures. 











millions a year. 

Leather manufacturing com- 
prises the next largest group, em- 
ploying a total of 37,500 persons 
with a total wage and salary bill of 
around $170 millions. 

This is followed by rubber foot- 
wear manufacturing, accounting 
for 22,000 employed and a wage- 
salary bill amounting to an esti- 


mated $115 millions. 

Finally there is the catch-all 
category called “miscellaneous.” 
This includes a widely varied group 
of specialists, from part-time sales- 
people to shoe store window trim- 
mers, shoe truckers, maintenance 
people, free-lance stylists and de- 
signers, special service groups, con- 
sultants, etc. They come to an esti- 


mated 10,000 persons with a wage- 
salary total amounting to some $50 
millions. 

As you can see, you work and 
live in a vast, diversified industry 
composed of a number of special- 
ized major branches, and many ad- 
ditional and more refined special- 
izations within each individual 
branch. 





Twelve ways to build a following 


Since any two given shoe stores may look alike 
outside, the question is: Why should a customer pick 
yours? One reason may be that she’s a part of your 
personal following, one of the most valuable assets you 
as a businessman can develop. 

Your following can be even more valuable if you 
ever decide to change locations; it’ll be there before 
you can advertise the change, and long after your 
advertising budget runs low. 

Just how important is your relationship with your 
customers? The answer is Very. A survey of inactive 
department store accounts, for example, showed that 
salesmen were directly responsible for 72 per cent of 
the discontinued business. In other words, nearly 
three of every four former customers said they 
stopped buying for some reason attributable to a 
sales person. 

Here’s how you can develop, and keep, a personal 
following: 

1. Know your merchandise. The customer can’t pos- 
sibly know what you have in stock, but you should. 
The buyer may want to know all about the construc- 
tion and materials used in the shoe; be ready to 
answer quickly, positively, informatively. 

2. Know something about feet. You’re dealing with 
a vital part of the human body, probably one of the 
most misunderstood, too. You cannot practice medi- 
cine without a license, but you certainly can inform 
your customers about common foot shapes and myths. 

3. Know how to fit properly. The best pair of 
shoes in the house, offered for sale at the lowest price 
in town to the most cooperative buyer in the world, 
will be returned if they cannot be worn. There’s only 
one way to fit shoes: The right way. 


4. Know your fashion. You should be able to advise 
on styles, color coordination, trends and textures. 
You don’t have to be an authority, but you should 
know what the world of fashion is all about. 

5. Be helpful. Make every attempt to see that the 
customer selects the right pair of shoes. It may cut 
down on an immediate sale, but it will pay greater 
dividends later. 

6. Be honest. Be the type of salesman a customer 
can confide in, one who can be trusted. 

7. Be enthusiastic. Some of your enthusiasm will 
rub off on the customer, making the purchase all the 
more satisfactory and cutting down on the chance 
of a returnable item. 

8. Keep your promises. Remember you told her 
you’d try to locate a particular shade or style? Now 
she’s back, and waiting. Disappoint her now and 
you’ve lost a customer. 

9. Keep record cards. Parents like to know when 
it’s time to check the fit of children’s shoes. A neat 
reminder can boost sales, help personalize the trans- 
action. Anniversary cards and birthday notes can be 
used to advantage, too. 

10. Use the telephone. It’s an excellent way to tell 
selected customers that a new line has arrived, or that 
a special private sale will be held. Don’t overdo it, 
though; make certain you have something to say. 

11. Be careful about complaints. They should be 
handled fairly, quickly. Most customers won’t go out 
of their way to file an unjustified complaint. They 
should be greeted with a sense of equity. 

12. Be courteous. This is a final item that really 
belongs at the top of the list. Make the good impres- 
sion, followed by the good fitting and selection; the 
rest is easy. 
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How to sell 


F-A-S-H-I-0-N 


From the thongs of the Greeks to the squares, 
ovals, crescents of today, selling fashion means sell- 
ing the newest, the latest, the chic-est. 

But it’s not that simple. For unlike the staples on 
the grocer’s shelf, simply having the latest fashions 
in your store, on your shelves—is not enough, Fash- 
ion does not sell itself. It is not a necessity and can- 
not be sold as such. 

Fashion needs atmosphere. It thrives on authority. 
It grows with confidence. And the fashion customer 
looks to YOU. She must be educated to the latest 
fashions. She must have confidence in YOU, YOUR 
store, what YOU stand for. Are you a fashion store? 
Do you know fashion? 

Since change and fashion go hand-in-hand, it must 
be remembered that the natural reaction to change 
is doubt and disbelief. And anything that is new seems 
strange. The customer asks herself: Why? Why 
should she discard last season’s shoes, possibly point- 
ed toes in favor of squares? Why should she shorten 
her hemline? And it’s up to YOU, the fashion store, 
the fashion salesman, to tell her, cajole her, convince 
her—This is fashion. 

How? 
® The first principle in selling fashion is to know 

fashion. Whether it be a sack dress or square toes 

you must be in tune. 
© Next, you must believe in what you’re selling. If 
you think square toes look like bills’ beaks, careful; 


you'll wind up with shelves of bills’ beaks. 

® And selling fashion requires teamwork. A sort of 
refined Tinkers-to-Evers-to-Chance play or, in this 
case, buyer to sales force to customers. 
Starting at the top... 

. The buyer must be well informed and coordinated 
as to what fashion is. He must believe in fashion 
and buy accordingly. 

. When the shoes come in, they cannot sit in the wall. 

. Shoes must be coordinated with ready-to-wear. 

. The buyer must plan an in-store fashion show and 
meeting to explain his thinking to heads of de- 
partments and his sales force. He knows why he 
has bought certain shoes, why they’re important, 
where they fit in the fashion picture. He explains 
what he’s trying to sell. 

. He plans an additional show for the press. 

. He launches his advertising. Z 

. Then, and only then, does he plan fashion shows 
for the public. 

. By so organizing and presenting the latest fashion 

in its proper light, what seemed strange to the 
customer at first has become familiar. 
And if there could be one simple equation it would 
be: Knowledge backed up with vision and authority 
builds customer confidence, which is what it takes 
to sell fashion. ; 





You may not relish the chore, 
but there are laws which require 
you to keep records of many dif- 
ferent shoe store happenings. 
Among other things, you’ll need 
accurate records to substantiate: 

—Your returns under federal 
and state tax laws, including in- 
come tax and social security. 

—yYour request for credit or a 
loan from a bank. 

—yYour claims about your shoe 
business, should you wish to sell 
it. 

Most important of all, though, 
is that you need records to sus- 
tain your business and to help in- 
crease your profits. There are 
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cases on file in which small busi- 
nesses have closed their doors be- 
cause inadequate record-keeping 
failed to warn their owners of im- 


Why you 
need 
records 


pending disasters. While extra 
work may be required, experts 
agree that the resultant guide is 
worth the effort—especially in a 
business such as retailing shoes, 
which requires large and varied 
inventories. 

With an adequate (and yet sim- 
ple) bookkeeping system you can 
answer vital questions such as 
these: 

1. How much business am I do- 
ing? 

2. What are my _ expenses? 
Which ones are too high? 

3. What’s my gross profit mar- 
gin? Net profit? 

4. What’s the condition of my 





working capital? 

5. Exactly how much cash do I 
have available? 

6. What is my net worth? 

7. What are the trends in my 
receipts, expenses, profits and net 
worth? 

8. What is the percentage of re- 
turn on my investment? 

9. How many cents out of each 
dollar of sales are net profit? 

Balance sheets and profit/loss 


statements are the two sources of 
answers to those questions. The 
records also help you determine 
which styles are selling best, in 
which size categories, and how 
best to reorder. By balancing 
stocks with sales, you can increase 
your stock-turn, and therefore 
your profits. And accurate rec- 
ords provide a barometer for fu- 
ture business cycles. 

Your best bet, of course, would 


be in obtaining professional help 
for your record-keeping. Good ac- 
countants offer extensive services 
at reasonable cost, and many 
times can save you more money 
than you pay them. Next best 
thing is to ask an accountant to 
design a record-keeping system 
for you, and then follow it. 
But whatever you do, don’t fail 
to maintain the records. They 
could be your most valuable asset. 
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Will outdoor advertising help your shoe store? In 
general, the answer is a probable yes, depending on 
whether your business needs a highly localized ad 
medium, and can build a good ad campaign around one. 

Outdoor advertising, one of the five major retail 
store media, is classified into two types, 24-sheet post- 
ers and painted bulletins. The “poster panel” message 
is printed and displayed on a frame about 12 by 25 
feet. Painted bulletins, carrying the advertisers hand- 
painted message, vary greatly in size, but are heading 
for standardization. 

The standard urban poster bulletin is 18 by 48 feet; 
the usual highway bulletin size is 13 by 41 feet. Poster 
panels are used mainly by large advertisers in regional 
and national ad campaigns. For smaller advertisers, 
painted boards are much more economical. 

Outdoor advertising firms usually will require a one-, 
two- or three-year contract (they’ll repaint the mes- 
sage two or three times a year). In some areas, out- 
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door ad companies can offer a rotating plan, under 
which the message is shifted to different sites during 
the term of the contract. 

Since outdoor advertising is basically an extension 
of the display window idea, its method is different 
from that of newspaper, radio or television advertis- 
ing. Rather than trying to tell a long, detailed story, 
therefore, you’d be much better off concentrating on a 
short, impact-laden message. 

A colorful painted bulletin, featuring a short slogan 
or catch phrase and a simplified address, will stand a 
greater chance of “registering” with the reader than 
a weightier newspaper ad adapted to outdoor media. 

And if you’re anxious for something more outstand- 
ing, your local outdoor ad firm can help you plan a 
display featuring a moving caricature, a clock, ther- 
mometer or some other attention-getting device. Re- 
member, though: short messages pay long dividends. 
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Leather swatchbook 


A spring-summer swatchbook 
has been issued by General Split 
Corp. It is similar to the swatch- 
book issued for fall 1961 but in- 
cludes more of the items featured 
by the company, is better indexed 
and shows a wider range of colors. 
Write T. O. Burns, General Split 
Corp., 748 W. Virginia St., Mil- 
waukee 4, Wisc. 


Singer machine rental plan 


A four-page leaflet explaining 
various provisions and advantages 
of the new, lower-rate Singer 
Rental Plan has been issued by 
Singer Sewing Machine Co. 

Under the terms of the new plan, 
which is financed entirely by 
Singer, practically any type of new 
Singer equipment may now be ob- 
tained by a manufacturer or con- 
tractor on a rental basis. 

The leaflet suggests several meth- 
ods whereby manufacturers may 
accelerate growth of operating in- 
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come. Leasing of equipment, it is 
pointed out, frees a large portion 
of a manufacturer’s working capi- 
tal for alternate use in the profit- 
making operations of his business. 

Copies of the leaflet (Form No. 
3381MT) may be obtained from 
any Singer Industrial Sales Office, 
or by writing to Singer Sewing 
Machine Co., Dept. A-305, 149 
Broadway, New York 6, New York. 


LIA fall promotion kit 


Leather Industries of America’s 
fall promotion kit is now available 
to retailers. The theme of this well 
planned and executed promotion 
package is “New Shapes in Leath- 
er.” Key to the promotion is a full- 
color two-page advertisement that 
is appearing in Vogue magazine 
for September. The kit contains a 
swatched easel display card pre- 
pared by Vogue and diagramming 
the new toe shapes, new heels, new 
leather colors and textures; a re- 
production of an ad mat for use in 


local newspapers; sample of a post- 
card for mailing to customers; 
three suggestions for window dis- 
plays; and a full-color reproduction 
of the Vogue advertisement. All 
this material is available from LIA 
free except the postcards, which 
are $9 per thousand without store 
name and $12 per thousand im- 
printed with store name. For your 
free copy of the kit write Leather 
Industries of America, 411 Fifth 
Ave., New York 16, N. Y. 


Display card 

The Dr. Posner Shoe Co. has 
available for immediate distribu- 
tion to dealers a limited supply of 
new nylon velvet display cards to 
advertise the nylon velvet material 
used in many of the Dr. Posner 
fall shoes. The card is highlighted 
with the Dr. Posner name in bold 
type and the Posner “Little Pro- 
fessor.” Write Advertising Dept., 
Dr. Posner Shoe Co., 112 W. 34th 
St., New York, N. Y. 
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puts you in the profitable 


DANCEWEAR 
Business 


Your capital is not tied up in large 
inventories when you concentrate on 
Leo's nationally advertised Dance- 
wear. With popular-priced shoes 
like ‘mark-up magic” TEMPO, you 
get fast turnover on a small invest- 
ment. Less than $125.00 for a basic 
stock of shoes or leotards favored 
by more dance teachers than any 
other brand. Profit with Leo’s Com- 
plete Dancewear Catalog for Same- 
Day Shipment of ballets, tap shoes, 
toe shoes, leotards—the works! 
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ADVANCE THEATRICAL CO. 


September |, 1961 


BM-Jaalolom =f-til-3— 


ONLY 


BASIC’ 
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Skeptical? send for Leo’s Basic Stock Plan and 


our “One-Stop” Catalog. It features Tempo”, true 
theatrical Ballets at only $2.98 retail. Kitten-soft cape- 
skin for glove-fit by America’s top theatrical shoe spe- 


cialist. 
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Now is the time for all good men... 


to listen to the voice of patriotism! 


Many companies have the Treasury Pay- 
roll Saving Plan. Some don’t promote it 
enough! They don’t realize how the plan 
works for our country . . . and for them. 
For example, it strengthens local buying 
power. It provides a hard-to-beat employee 
benefit program. It acts as an economic 
insurance policy. Fill in the coupon and 
get easy-to-use promotion ideas that work ! 


U.S. SAVINGS BONDS 


@ 


Treasury Department 
U.S. Savings Bonds Division 
Washington 25, D.C. 


We would like to promote the Payroll Savings Plan 
among our employees. Please send us your proven program. 


Name Title 





Company 
Address 








City. Zone State 





_] We have the plan. Please send us (] We don’t have the plan yet. 
employee leaflets. Please send complete facts today: 


It’s simple! It’s successful! It works! 





The U.S. Government does not pay for this advertisement. The Treasury Department thanks, for their patriotism, The Advertising Council and this magazine. 
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TRADE TRENDS 





AN ANALYSIS OF IMPORTANT INDUSTRY NEWS 


Good start for fall sales 


Fall shoe business is off to a better-than-normal head 
start and a majority of retailers now look for the re- 
juvenated sales pace to hold through next four to 
six weeks. Big department stores and shoe chains 
launched earliest fall promotions on record, were 
successful in building up good head of steam well 
before Labor Day. Barring anything unforeseen, 
this will have healthy effect on Back-To-School and 
early fall business, put retailers in fine position for 
re-orders. 


As noted several months back, the big test for fall 
and rest of 1961 will come in re-orders and second 
runs in factories. If consumers respond to improved 
economic outlook and stimulus of new shoe styles as 
hoped, retail stocks will need quick replenishing. 
Few stores have bought heavily on initial fall runs. 
But successful second run sparked by continuing 
consumer demand for shoes could put industry over 
the top in production and sales. It still looks good 
for a 310-million-pair second half. 


It’s a bit early to tell how strongly second half pro- 
duction will finish. A year ago it tailed off sharply 
after a promising 58 million pairs in August. Pro- 
duction over last four months of 1960 tailed off to 
about 185 million pairs, a disappointing letdown 
from the healthy 201.5 million pairage of the cor- 
responding 1959 period. But we’ll need an even 
stronger last four months in 1961 to reach the 310 
million pairs for the last six months. With July- 
August totaling something over 100 million pairs, 
September-December must reach close to 210 million 
pairs. 


Discounter limitations 


Among pertinent commentaries made recently on 
limitations of discount stores, most interesting comes 
from Graham Magee, vice president of Lerner Stores. 
Speaking at International Council of Shopping Cen- 
ters in Hollywood, Magee said discounters have no 
present or future in regional shopping centers. But 
his reasons are also sharp analysis of where discount 
store fails in other areas—and provide strong hope 
for conventional retailer. 


Discounters are falling down in meeting public de- 
mand for better merchandise, regardless of service. 
This was Magee’s theme in describing ready-to-wear 
experiences. In fact, the discount store is unable to 
meet these increasing demands, he added. Because 
discounter won’t (and can’t) take necessary mark- 
downs in order to keep fresh stock moving into store, 
he can’t match better traditional stores in fashion 
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selling. And discounters will have to revise their 
entire approach to apparel selling in order to change 
this image in consumer mind. 


Shopping center operators are strongly opposed to 
opening gates to discounters, either closed or open 
door variety. They say discount operations kill 
satellite stores in same center because they tend to 
expand their merchandise ranges constantly. Also, 
discounters won’t advertise or promote as cohesive 
part of shopping center, are actually “lone wolves” 
which eschew necessary group efforts. Just as im- 
portant, they won’t pay high rentals. Once a shop- 
ping center operator accepts a discounter’s rental 
limitations, he is limited in rental charges to other 
stores. 


No chance for comparison shopping 


Another important point by Magee. Consumers are 
beginning to look twice at discounters because they 
offer so little chance to make price and quality com- 
parisons. In discount shopping, consumer is confined 
to single store for range of merchandise and prices. 
And this range is necessarily limited. Shopping cen- 
ters made up of many different stores carrying wide 
range of merchandise and prices, as well as consider- 
able depth in each range, fills shopper’s need. Dis- 
counter trend toward expanded merchandise lines 
only emphasizes lack of depth. 


Discount supporters say discount stores can hurt 
regional shopping centers by opening nearby. But 
this hasn’t been proved with any finality. There are 
many current instances where this has happened and 
centers report losing some business at start. But 
once novelty wears off and consumers start making 
comparison, a levelling off process begins. Discount 
store attracts consumers who buy primarily on price 
but those who want choice and depth return to 
center. 


Shoes and supermarkets 


There’s still a lot of conjecture on how importantly 
shoes will figure in supermarkets. While the latter 
have been expanding into almost everything, includ- 
ing cameras, tires and even big ticket appliances, 
they have made no definitive gains in selling shoes. 


Earlier trials proved supermarket shoe departments 
fell short of unqualified success. But operators say 
this was due mainly to lack of store size. They now 
believe large supermarkets with $2-$3 million annual 
volume can insure enough traffic for profitable self- 
service shoe department. But experiments are just 
beginning and a lot of headaches have developed. 
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Average spending per pair increased 
4%% in 1950-61, NSMA studies show 


From 1950 to 1961 the average 
consumer expenditure per pair of 
footwear increased 4.5%, accord- 
ing to studies prepared by the 
National Shoe Manufacturers 
Assn. This conclusion is derived 
from Department of Commerce 


Commerce. The average consumer 
expenditure per pair as calcu- 
lated from total expenditures by 
using population and per capita 
consumption figures is shown on 
the chart below. The chart reveals 
clearly the discrepancy which can 
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data. It reflects the actual ex- 
penditure by all consumers. 

The Bureau of Labor Statistics 
(BLS) Consumer Price Index for 
Footwear, based on a _ sample 
basket of several types of identi- 
cal shoes, is frequently misused 
to indicate consumer expenditures 
for footwear. On this point, BLS 
has said, “The shoe price index 
in the CPI is sometimes used to 
estimate trends in aggregate con- 
sumer expenditures for shoes. 
This is clearly incorrect.” 

A measure of total consumer 
expenditures for footwear is pro- 
vided by the Office of Business 
Economics, U. S. Department of 
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result when the BLS Consumer 
Price Index for Footwear is used 
to measure consumer expenditures 
for footwear. 

The Average Consumer Expen- 
diture Per Pair Index for Foot- 
wear, based on Department of 
Commerce data, indicated that 
the average per pair in June of 
1961 was $5.92, as compared with 
$5.67 in 1950. This is an increase 
of 4.5%. The NSMA believes that 
only the Average Consumer Ex- 
penditure Per Pair Index gives 
the accurate story of the change 
in the consumer’s expenditures 
for footwear. 


Spring-summer look: poised, gentle 


“Poised, 
nine.” 

This is the overall shoe look 
for spring and summer 1962 as 


gentle, softly femi- 


forecast by Thelma Hennessey, 
director of fashion for the Na- 
tional Shoe Retailers Association, 
at the NSRA fashion conference 
at the Plaza Hotel in New York. 
In keeping with garments 
“softly shaped to emphasize the 
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natural beauty of the feminine 
figure,” shoes will move closer to 
the natural shape of the perfect 
foot. 

Translating this trend into spe- 
cifics, Mrs. Hennessey described 
the new shoe image like this: 

“The softened toe concept has 
transformed not only the shape 
of the toe, but the complete bal- 
ance of the shoe—and the stance 


of the woman who wears it. 

“There is a harmonious blend 
of design elements. The line over 
toe is sloped and softened. The 
length from ball-to-toe is short- 
ened. The toe has widened—or will 
widen—sufficiently to permit un- 
confined, flexible movement of the 
toes. 

“The upper shell of the shoe 
has been reduced. Backs and side- 
lines have been lowered. The 
throatline may be carved out, or 
rise delicately upward from the 
shallow shell. There is less curve 
to the heel counter. New heel 
shapes allow an underscoring of 
the straighter line at back. 

“The total look is poised, gen- 
tle, softly feminine, avoiding ex- 
aggerated, artificial squaring and 
ridging of lasts; extremely high 
heels; extremely bulky heels — 
whether high or low.” 

As to toe shapes, there will be 
emphasis on the squared, the cres- 
cent and the oval, Mrs. Hennessey 
predicted, with signs pointing to 
“a better understanding of the two 
contours which will eventually 
couple square toes with tailored 


For a chiffon cocktail dress, Grace 
Powell of M. Lauer designed a Grecian 
tied anklet sandal of grosgrain to match 
the dress. Slightly oblique sole shaping 
conforms to the foot, stands on 18/8 heel. 
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lines and oval or crescent toes 
with dressy and dressmaker styl- 
ing.” 

As to the pointed toe, Mrs. Hen- 
nessey foresees some stores re- 
linquishing it sooner than others. 

“It is difficult to see how a fash- 
ion as powerful as the double 
needle has been, could be com- 
pletely eliminated this next sea- 
son from the dressy shoe picture,” 
she concluded. “Unquestionably, 
the proportion will be reduced.” 

The guest speaker, William 
Fine, publisher of Harper’s Ba- 
zaar, claimed that fashion really 
can sell shoes .. . if the industry 
puts its faith in fashion and fash- 
ion marketing, with emphasis on 
the needs of the buyer and not 
just those of the seller. 


‘Evolution’ described 
at SSA trend meeting 


The big news in fashion is no 
news... or at least no startling 
news. 

This was what the Shoe Show 
of America’s fashion authorities 
told the New York trend meeting 
at the Savoy Hilton in New York, 
last month. 

Doris A. Weston, fashion direc- 
tor, and Helen Joseph, shoe fash- 
ion director, described the spring 
apparel picture as lacking sen- 
sationalism. 

“This does not mean that new 
fashion directions have no 
change, but rather that they have 
settled into a slower evolutionary 
pattern,” Miss Weston said. 

“Although this makes for bet- 
ter and easier merchandising, it 
creates a stronger need for the 
development of our own fashion 
sense. It means that no one mar- 
ket, no one designer, no one color, 
no one trend can suffice. It means 
a stronger need to pull from a 
season’s fashion themes those ap- 
plicable to the many personal- 
ities and types which compose our 
mass market—to decide what is 
right for them, and to develop 
that idea strongly for that partic- 
ular market.” 

While the fashion picture for 
the coming season is one of va- 
riety rather than any single trend, 
Miss Weston said, it is consistent 
in that it is softer, more feminine, 
more flattering. 
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As to the shoe fashion picture, 
Mrs. Joseph said that spring 1962 
will see color, texture and shape 
interrelated more than ever be- 
fore. She predicted a strong re- 
turn to classic colors — black, 
brown, blue, neutrals, some red— 
with pastels clear and more de- 
fined, and brights softened. 

“Indications are clear that the 
consumer wants variety in toes 
and heels, and each should serve 
an important purpose in wardrobe 
planning—with a clear difference 


between shapes for dressy wear, 
for tailored and for casuals and 
sports,” she said. 

She described pointed toes as 
“still in the picture but declining 
as competition from other lasts 
materializes”; the chisel as an 
“interim last, losing ground;” 
the softened square as “well ac- 
cepted where offered” with indi- 
cations of “strong gains for tai- 
lored and casual types,” and the 
crescent as “the beginning of a 
trend which will be important for 
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The nation’s leading foot-fitting specialists use 
Alden-Pedic shoes to satisfy "hard-to-fit" customers. 
Whether specialist or family shoe store, our Foot- 
Balance® program can build a repeat business for 
you. May we tell you how? 

NATIONAL SHOE FAIR—HOTEL FONTAINBLEAU—RM. 636 
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all age groups ... a trend that 
could gain tremendous momentum 
this fall and be a major factor 
next spring.” 


NSRA hears Miss Shaw 
outline spring styles 

Spring ’62 colors will be clear 
and true, without any trace of mud- 
diness, predicts Virginia Shaw of 
Parents’ Magazine. 

Speaking before the recent meet- 
ing of the National Shoe Retailers’ 


Association Children’s Style Com- 
mittee, she highlighted the color 
and fabric story as it pertains to 
boys’ and girls’ wear. 

She said that the prevailing col- 
ors for girls will be: yellow, green, 
coral, blue, citron, lime, turquoise, 
red and _ red-white-blue. Prints, 
checks, stripes, plaids will predomi- 
nate in cottons and sheers and lacy 
weave woolens. There are strong 
indications that suits will be more 
important than ever. 


For the shoes, the emphasis was 





Any boost for 


Bass WEEJUNS* 
is a boost for YOU! 
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This Particular 
BOOST 

appears in 

Sports Illustrated, 
Aug. 28 and Sept. 11 
Esquire, 

September issue 
The New Yorker, 
September 9 


te a satisfying combination 


true moccasin consffuction and modern design. 
For example, this classic pattern . . . smart enough 
to be seen anywhere you're shart enough to wear it. 


Sriginators of Weejuns* 


If you give it a hearty push with tie-in displays and 


local advertising, you'll see a real boost in your 


*T.M. Reg. 


Weejuns sales this fall. 


G. H. BASS & CO., Dept. BS9, Wilton, Maine — 641 Marbridge Building, N.Y.C. 1, N.Y. 
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on colored patents .. . especially 
in gold, green, pink. Pale neutrals 
will be better than flat bone for 
spring; and white is expected to 
continue in importance .. . alone 
or in combination with other col- 
ors. The leathers will be smooth or 
brushed, Miss Shaw said. 

She said that blue for boys’ 
clothing will hit its full stride in 
the spring of ’62 . . . especially 
with a black overplaid; and for 
these, the black shoe will be light. 

Shirts in the oranges, gold and 
yellows will team with shorts or 
slacks in tan; and to carry out the 
brightened look at foot level... 
tan shoes. 


SHOE SHOWS 


National Shoe Fair 
to feature ‘‘Life’’ family 


An added highlight of the Na- 
tional Shoe Fair in Miami Beach, 
Sunday, Sept. 24, will be a famous 
seven-member Life Magazine fam- 
ily playing the role of shoe models. 

The family of Dr. John C. Lilly, 
a scientist, was featured in seven 
full pages in the July 28, 1961, is- 
sue of Life. Dr. Lilly heads the 
Communications Research Labora- 
tory in Miami. 

Dr. Lilly and his college-age son 
Charles will serve as men’s shoe 
models. His wife, Elizabeth, will 
model women’s shoes. In addition 
will be teenage daughter Pamela, 
eight-year-old Leslie, five-year-old 
Stuart, and seven-month-old Cyn- 
thia. Each will serve as a shoe 
model. 


St. Louis show tops, 


according to survey 


Joseph Goldstein, president of the 
St. Louis Shoe Manufacturers 
Assn., says that a study, conducted 
by an independent research com- 
pany for five national shoe trade as- 
sociations, showed that more buyers 
of women’s shoes, children’s shoes 
and general lines attended the St. 
Louis Shoe Market of America last 
April 9-12 than attended any of the 
other three leading fall showings. 

The survey also indicated that 
more buyers of branded shoes par- 
ticipated in the SMA than the 
other three fall shows combined. 

Based on the study’s results, “we 
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are planning on the largest shoe 
show in the history of St. Louis 
next year,” Goldstein said. 


Style show to highlight 
Columbus Shoe Fair 


Ohio shoe retailers’ dinner and 
style show Monday, Oct. 9, at 7 
P.M. in the Victorian room of the 
Deshler Hilton Hotel will highlight 
the Columbus Spring Shoe Fair of 
the Ohio Shoe Travelers Club. 

Sample rooms will be open from 9 
A.M.-9 P.M., Sunday, Oct. 8; from 
9 A.M. to 7 P.M., Monday, and from 
9 A.M. to 2 P.M., Tuesday. A “Show 
Case of Shoes” in which each ex- 
hibitor puts two shoes on display 
will be in Room 1337 each day. In 
the same room, free refreshments 
will be offered on Sunday night 
from 8:30 on. All retailers are in- 
vited to the dinner and hospitality 
room. 

Ohio shoe travelers will meet Sat- 
urday, Oct. 7, at 6:30 P.M. in the 
Victorian room of the hotel for a 
free dinner-meeting and election of 
officers. Herb Burgnon is show 


chairman. 


MARKETING 


survey finds location, 


late hours 


are why shoppers prefer discounters 


People like to shop at discount 
houses primarily because of their 
location and the fact that they stay 
open later at night. These findings 
were reported in Business Week 
magazine Aug. 5, 1961. Perry 
Meyers, Inc., a management con- 
sultant firm, interviewed 200 house- 
wives in a New England commu- 
nity, in a small-scale survey on 
why shoppers like discount stores. 

The report showed that the dis- 
count store is reaching wide and 
deep into the market and can jus- 
tify its claims to be a major dis- 
tribution channel. 

The crucial question asked in the 
survey was: Why shop at discount 
houses? Only 17 per cent cited price 
as the reason. They rated location 
most frequently (28 per cent), good 
parking and self-service next (27 
per cent), and evening openings 


third (10 per cent). 

The endorsement of. self-service 
reflects the feeling that women pre- 
fer to serve themselves rather than 
pay for service of traditional re- 
tailers that frequently falls short. 

The survey found that women 
prefer self-service because (1) they 
feel it speeds shopping, (2) a shop- 
per can make her own selection 
without sales talk, and (3) she is 
at liberty to browse. 

The main disadvantage was (1) 
waiting in line, and (2) “too few” 
clerks available. Another peeve 
against discounters was a 10 per 
cent vote on “generally poor mer- 
chandise.” 

The study found that 51 per cent 
of the women believe that the mer- 
chandise of discount stores is re- 
liable, while only 18 per cent think 
it below average. As against 








Scott’s SHOE BRUSHES 


new 


high quality 


WITH PATENTED RUBBER BRISTLES 


SELL THEMSELVES! 


PLASTIC HANDLED BRUSH 
IN ASSORTED COLORS 


Suede, rough leather and fabric shoes 
clean easily with this brush. Removes 
every trace of dust, dirt and grime with- 
out harm to the shoe. Special bristles 
raise the nap . . . keep shoes looking new. 


Sell easily at 69¢. 
LADIES PURSE SIZE BRUSHES 
STOCK NO. 313 
$2.95 Dozen 
$33.65 Gross 


STOCK NO. 307 
$4.95 Dozen 
$56.45 Gross 


One-piece seamless back . . . full-crimped vamp... 
fully leather lined . . . tailored combination last! 
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6% thru 12 and 13, B" and “D" widths COST TO YOU—$8.90 
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delivery 
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department store merchandise in 
particular, 47 per cent think the 
discount store offers equal values; 
29 per cent say discount merchan- 
dise is inferior; and 24 per cent 
gave the discounter the edge. 

Meyers’ firm also surveyed the 
buying habits of shoppers to dis- 
cover the type of retailer from 
whom particular lines were pur- 
chased. The classification of men’s, 
women’s and children’s apparel 
would give some indication of the 
place shoes were purchased. 

Of those interviewed, 32 per cent 
purchased women’s wear in dis- 
count stores; 42 per cent in regu- 
lar department stores; 19 per 
cent in medium-to-better specialty 
stores; and 7 per cent in all other 
establishments. 

Men’s wear: 26 per cent bought 
in discount stores; 33 per cent in 
regular department stores; 24 per 
cent in specialty stores; and 17 per 
cent in all other establishments. 

Children’s wear: 57 per cent of 
those interviewed purchased their 
needs in discount stores; 22 per 
cent in regular department stores; 
8 per cent in specialty stores; and 


13 per cent in all other establish- 
ments. 


The study makes apparent that 
discount shoppers are steady shop- 
pers averaging 5.2 visits per month. 
The lower the income, the more 
frequent the visits. In the under- 
$5,000 income group, 36 per cent 
go eight or more times a month. 
In the over $7,000 group, only 28 
per cent go that often. 

“Good” discount customers were 
classed as women who do more than 
half their shopping there. The bulk 
of the good customers falls in 
the $4,000-$4,900 salary bracket. 
Where 77 per cent are ranked among 
the faithful in the higher income 
scale, only 37 per cent can be 
called good customers. 

As to what the women buy at 
discount stores, soft goods came 
out exceedingly well, particularly 
domestics such as household linens, 
towels, sheets, and curtains, and 
children’s wear. Some 32.5 per cent 
buy more than half their apparel 
(men’s, women’s and children’s) at 
discount stores. 


The study asked the women 
where they used to shop before 


they got the discount habit. Then 
they were asked whether they had 
shifted. Meyers concluded: 

In number of switches men- 
tioned, department stores had lost 
28 per cent overall, with a size- 
able 48 per cent mentioning a 
switch in buying children’s wear. 
Chain department stores and vari- 
ety stores fared worse, and again, 
children’s wear proved the down- 
fall, with 84 per cent forsaking 
these stores for the discount house. 
Other chains and lower-priced spe- 
cialty stores lost out to the tune 
of 25 per cent. The medium-to-bet- 
ter specialty store held out best. 
Only 14 per cent left them. 

The report concludes that both 
the discount store and conventional 
retailer have a job to do. The dis- 
counter has not yet convinced its 
customers completely that the lines 
it carries are as good as you get 
elsewhere. 

On the other hand—and a point 
that shoe retailers should note— 
the conventional retailer may have 
lost some business by default: by 
offering service which customers 
do not feel is worth the price. 
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QUALITY — POPULAR PRICES 


ZEPHYRWEIGHT 3-EYELET MOC 


SERVICE 


ICE SKATES AND 
BOWLING SHOES 


MEN’S © WOMEN'S © CHILDREN’S 
FLEECE-CURON LINED 
FIGURE SKATE OUTFIT 

@ Top Grade Elk 

@ Insulated with “Curon" by 
Curtis-Wright 

@ Foot-Hugging 2-Piece 
Tongue 

@ Silver-brazed, Hollow 
Ground Sheffield Steel, 
Canadian Blade 
ALSO AVAILABLE PLAID ‘(NED 


@ Washable Gluv-Elk 


@ Foam Sponge Full 
Cushion Insole 


@ Cemented Nail- 
less Heels 


@ Steel Shank 
Support 

IN STOCK 

for Prompt Delivery 


Here’s a hot selling item to perk up Fall and 
Winter sales . . . our ever-popular hand-laced 
no sole, true moccasin. Genuine 34-inch uniform 
coat clip shearling lines this soft, smooth glove 
leather moccasin made in our own factory. 
Handsome, comfortable, salable! 


UODDY 


Moccasi Women, sizes 4 to 10, Red, 
A el Natural White, $3 


Children, sizes 8 to 3, Red, 
PORTLAND 3, MAINE $2.50 
write today for illustrated shearling price list 


Men, sizes 7 to 13, Willow, 
$4 ATHLETIC 


4a FOOTWEAR 


YOU CAN 
DEPEND ON 





at popular prices. 
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GOTHAM SHOE MFG. Co., Inc. Binghamton, N. Y. 


One of America's Leading Athletic Shoe Manufacturers! 
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Canada’s first discounter | 
selling 500 pairs daily — 


Shoe sales are helping Canada’s | 
first discount mart toward success, 
according to Ben Rosenburg, presi- 
dent of Towers Marts of Canada, | 
Ltd. 

First year gross sales of shoes 
only were estimated recently by | 
Rosenburg at $500,000—about $2,- | 
000 a day on a gross of 500 pairs. | 

The mart was opened last No- 
vember. It cost $750,000, has 60,- 
000 sq. ft. of floor space and a 
parking area for 900 cars. There 
are 13 merchants under one roof, 
who combine to use a central cash- 
ier system, bulk buying and self 
service, operating on a markup of 
20 to 25 per cent. Although most 
merchandise is manufactured in 
Canada, Rosenburg said there may 
be importing plans in the future. 

The shoe department displays 
25,000 pairs in the open, and re- 
quires the half-day services of a 
dozen clerks just to dust the stock. 
Total shoe area is about 4,300 sq. 
ft. 

Neither the staff nor depart- 
ment manager Bernard Mock does 
any selling; their functions are to 
keep the stock filled, clean and 
moving. Only Mock is experienced 
in fitting, and he doesn’t do any | 
of it. 

The emphasis is on low-price 
lines (under $10), on sport wear, 
utility shoes, boots, rubbers and 
teenage slippers. Ordering stock | 
is a daily procedure. 


1100 pr. at 25¢ each 
sold by Houston store 


Eleven hundred pairs of ladies’ 
shoes, mostly outdated, were 
placed on sale for 25 cents a pair, 
and within three days every last 
pair was cleared out by a Bargain | 
Gusher store in Houston recently. 

The sale included round-toed 
shoes, baby dolls, and Spring-o-la- | 
tors. It also included 50 pairs of | 
men’s shoes at $2 a pair. 

The sale was called the “Shoe- 
A-Rama.” | 

C. S. “Scotty” Scott, owner of | 
the Bargain Gusher stores, has | 
become a major “distress” buyer | 
in the South. He believes people | 
will always buy name-brand mer- | 
chandise at a price. And he says | 
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Mr. Allen of Allen-Edmonds 


tells why .. . once a man starts 
wearing Allen-Edmonds, he’s more than 
likely to wear them always! Guaranteed 
comfort gives you a powerful selling force 
for initial and repeat sales . . . more 
fine-shoe features to sell! See your 


Allen-Edmonds representative now! 


LLEN P 


TONEON DS Hic. shat. Rater 


BELGIUM, WISCONSIN 





there is plenty of name-brand dis- 
tress merchandise to be purchased 
—from bankruptcies, factory 
closeouts, people retiring from 
business. From this practice, he 
has built up an image for his five 
Bargain Gusher stores in Houston. 


FASHION 


Design winners to get 
Neiman-Marcus awards 


Roger Vivier, Parisian shoe de- 
signer who created the squared toe 


and lowered heel, was one of the 
five fashion designers who were 
winners of the 1961 Neiman-Mar- 
cus Fashion Awards. 

The others were Greer Garson, 
famous British-born actress and 
star of stage, screen and televi- 
sion; Sydney Wragge, designer of 
sophisticated American casuals; 
Harry Rolnick, president of the 
Byer-Rolnick Hat Corp.; Count 
Ferdinando Sarmi, designer of 
high-fashion clothes for women. 

The five will receive their 
awards Sept. 12 and 13 during the 
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PLAZA Continental Toe, 
Hand Sewn Vamp, 4770 Black 
Baby Beaver, 4771 Russet 
Baby Beaver. AAAA to C, 
$4.40 Less Discount. 


INSPIRATION Suave ‘ook, 
Hand Sewn Vamp, 7500 An- 
tiqued Black, 7501 Antiqued 
Brawn, 7502 Cobblers Tan. 
AAAA to C, $4.40 Less 
Discount. 


IMPERIAL Ever Popular, 
Hand Sewn Vamp, 7195 An- 
tiqued Brown, 7196 Antiqued 
Black, 7197 Antiqued Red. 
AAAA to C, $4.40 Less 
Discount. 

VAL Square Toe, Hand Sewn 
Vamp, 6050 Charcoal Green 
Smooth, 6051 Cobblers Tan 
Smooth, 6052 Biack Glove, 
6053 Antiqued Red Baby 
Beaver. AAA to C, $4.40 Less 
Discount. 


VASSAR Kiltie Square Toe, 
5230 Black Suede, Black 
Smooth Strap, 5231 Coffee 
Brown Suede, Brown Smooth 
Strap. AAA to B, $4.10 Less 
Discount. 


ELECTRA Oval Toe, Hand 
Sewn Vamp, 8860 Black 
Smooth, 8802 Cobblers Tan 
Smooth. AAAA to C, $4.40 
Less Discount. 


ELSIE Continental Look, 
Moc-Casual, 7280 Black 
Glove, 7281 Brown Baby 
Beaver. AAA to C, $4.10 Less 
Discount. 


VILA Casual Squared Toe, 
6200 Black Baby Beaver, 
6201 Cobblers Tan Smooth, 
6202 Brown Baby Beaver. 
AAA to B, $4.10 Less 
Discount. 


(Many Others Not Sketched) 
Check your catalogue, see your Salesman or write 
direct to the Sales Division. 


VINER BROS., INC., 
Bangor, Maine 











24th Annual Neiman - Marcus 
Fashion Exposition at the Shera- 
ton Dallas Hotel in Dallas. They 
will be present at luncheon-fash- 
ion shows on those successive 
days. 

Vivier will come to New York 
directly from the Neiman-Marcus 
Award ceremony in Dallas for the 
purpose of staging the Dior Shoe 
Show at Bonwit Teller in mid- 
September, the BooT AND SHOE 
RECORDER learned recently. 


PROMOTION 


NSI men’s spring theme 
to be “‘The Soft Touch”’ 


“The Soft Touch” will be the 
theme of the National Shoe In- 
stitute Men’s Fashion Promotion 
for the spring and summer of 
1962, according to Charles H. 
Jones, Chairman of the Men’s 
Promotion Committee. 

Mr. Jones, who is President of 
Bostonian Shoes, pointed out that 
the trend is toward softer feeling 
shoes for men. This will be 
achieved by shoemaking which 
uses new leathers tanned for 
more suppleness, soles with extra 
flexibility, inside cushioning, and 
trimmer, lighter styling. Men will 
be given the opportunity to change 
from their winter-weight shoes 
to spring-weight shoes just as a 
man changes from overcoat to top- 
coat or from tweeds to tropicals. 
The new softer shoes will offer 
the comfort a man enjoys in his 
Saturday casuals but with the 
dressed-up styling of his Sunday- 
best shoes. New versions of these 
softer-feeling shoes are already in 
production. It is definitely a break- 
through in terms of new comfort 
in spring and summer footwear 
for men, Mr. Jones said. 


THE “TWO HUE SHOE” will 
be the fashion promotion theme in 
women’s shoes for spring and sum- 
mer, 1962, according to Z. Albert 
Joseph, Chairman of the Women’s 
Promotion Committee of the Na- 
tional Shoe Institute. 

A forecast by Nancy White, edi- 
tor of Harper’s Bazaar magazine, 
of the interest in new treatments 
of the two-color shoe brought 
agreement and support from mem- 
bers of the Committee. Harper’s 


Boot and Shoe Recorder 








Bazaar will feature the footwear 
style theme in its February, 1962, 
issue. The theme will be supported 
by NSI in its Press Week forecast, 
in its newspaper supplement and 
through many publicity and mer- 
chandising channels. 

Involved will be new uses of color 
and new combinations of colors, 
with shoes accenting the neutral 
tones of a wardrobe. 


Retailers’ promotion 
attracts hundreds 


Women’s shoes, clogs and hand- 
bags were given away as prizes 
by all five shoe retailers of the 
Rancho Park Shopping Center, 
West Los Angeles, Calif., who 
joined in an unusual promotion 
sponsored by the local Chamber of 
Commerce recently. Bill Oster- 
feld, owner of Picwood Shoes, was 
chairman of the event. 

Tickets, redeemable for mer- 
chandise donated by more than 50 
merchants in the area, were dis- 
tributed by a roving “mystery 
man” who selected, at random, 
shoppers wearing a badge identi- 
fying them as patrons of partici- 
pating stores. 

Tagged “Carnival of Values,” a 
circus atmosphere, with clowns, 
street banners and ballyhoo at- 
tracted hundreds of shoppers des- 
pite a prevailing heat wave. 

Shoe stores represented in the 
promotion were Innes Shoe Co., 
Picwood Shoes, Rancho-Pico Shoe 
Mart, Manufacturers’ Shoe Cen- 
ter, and The Westwood Bootery. 


FINANCIAL 


Edison Bros. net sales 
decline 1.04 per cent 


Edison Brothers Stores, Inc., re- 
ported consolidated net sales of 
$8,488,219 for July, a decrease of 
$89,016 or 1.04 per cent below July 
1960 figures. 

Sales for the seven months end- 
ed July 31 were reported as up 
2.45 per cent, as against the same 
period last year, $73,956,042 as 
compared with $72,184,375. 

The financial report points out 
that the “decline in net earnings 
is due to the mild recession and 
adverse retail conditions which pre- 
vailed in the shoe industry.” 
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G. R. Kinney Corp. announced 
net retail sales for July of $6,028,- 
000, an increase of 2.3% over 
July, 1960, sales of $5,895,000. 

For the seven months ending 
July, 1961, sales were reported of 
$47,575,000, a 1.7% increase over 
$46,792,000 sales for the same pe- 
riod in 1960. 

The company reports that 536 
stores were in operation at the 
end of July, 1961, in comparison 
with 496 for the corresponding 
month of the previous year. 


Melville Shoe Corp. reported 
sales for the Jan. 1 to July 29, 
1961, period aggregated $85,294,- 
393, compared with $85,334,250 in 
the Jan. 1 to July 30, 1960, period. 
For the four weeks and one day 
ended July 29, 1961, sales 
amounted to $10,550,623, versus 
$10,618,702 in the four weeks and 
two days ended July 30, 1960, a 
decline of .6%. 

* - = 

Spencer Shoe Corp. announced 

retail sales for the month of July, 
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prune KNIT 


LEOTARODS 


"Spring-Knit" of durene yarns, 


the Princess "gives with every 
body movement. Talon fastener. 
Elastic in legs. Black, Red, Royal 
and Copen Blue, Pink and Aqua. 
Sizes 2-14—$2.25; sizes 10-20— 
$2.50. Standard Knit, Leotards: 
Sizes 2-14 $1.90 and 10-20 $2.10. 
Helanca Leotards: Child's, $2.00; 
Adult's, $2.25. Helanca Tights, 


$2.35. 
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BERNED SHOE CO. 
Manufacturers — Distributors 
207 ESSEX ST., BOSTON 11, MASS. 











WANTED) 


TAPERED HARD HEEL 


SWISS 
SNAKE 
SKIN 


hand 
stitched 
vamp 


POINT LAST 
79418 $5.75 


INCREASE — 


RAGLAN 
AS 
ABOVE 


POINT LAST 
79425 $5.80 


ENJOY LEADERSHIP 


ELASTIC 
LACES 


tapered 
heel 


POINT LAST 
79315 $5.70 


LACE OR SLIP-ON! 


PRECISELY RIGHT 


IN ALL DETAILS 
ORDER NOW! 


These are the 3 best sellers 
since FOOT - KING’S Shu-Loks® 
swept the market several years 
ago. PROVED by thousands of 
Independent Retailers all over 
the country. 


FOOTIC™YKING® 


PROMOTIONAL FEATURES. 
DISCOUNT PRICES. 


Dept. 9, A. S. KREIDER & SON, Palmyra, Pa. 
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| 1961 were $989,118 against $751,- 


221 last year showing an increase 


| of 31.67%. 


American Self Service Stores, 
Inc., of St. Louis, has filed a regis- 


| tration statement with the Secur- 


ities and Exchange Commission. 
registration of 100,000 
shares of common stock. The price 


| has not yet been determined. 


American operates 35 retail self- 
service shoe stores in nine mid- 


| western and southern states. It 


operates under the names of Van- 


| ity Shoe Stores and Hill Bros. 


Proceeds of the stock sale are 
to be used for 10 new stores and 
improvement of existing stores. 

American formerly operated as 
American Shoe Co., Inc. 


RETAIL EXPANSION 


Meldisco, the discount leased 
shoe division of Melville Shoe 
Corp. is opening 14 departments 


| during August and September. 


The departments will average 
4,000 sq. ft. and will offer shoes 
on a self-service basis for the 
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BEEBE 
PITCHED HEEL 


for trimmer, smarter-looking, 
slim-line shoes. 


Saves time and labor, too! 


Write for details: 


BEEBE RUBBER CO. 


NASHUA, NEW HAMPSHIRE 

















entire family. Departments in- 
clude the following: 10 Spartans 
Department Stores; Shoppers 
World, Gary, Ind; Pergaments, 
Bethpage, N. Y.; Barkers, Monroe, 
La.; and Weingarten Supermarket, 
Houston. Meldisco anticipates 
opening an equal number of units 
during October and November. 
o e e 

Shoe Town opened a large dis- 
count store Aug. 3 in Memphis. It 
will stock 20,000 pairs of shoes, 
and contain 6,000 sq. ft. of selling 
space. The story will carry name 
brand shoes from cancellations, job 
lots and imports. 

o am a 

McLean’s Department Store, 
Binghamton, N. Y., has modern- 
ized and enlarged its main-floor 
shoe department which is operated 
by the David Kay Shoe Co., an In- 
ternational Shoe Co. affiliate. Stock 
space has been increased by more 
than 20 per cent. 

o - a 

David Kay Shoe Co., an Inter- 
national Shoe Co. retail subsid- 
iary, has moved its offices from 
Binghamton, N. Y., to larger quar- 
ters on Madison Ave., New York 
City. The chain operates 42 shoe 
departments and stores in eastern 
states. 

o e oe 

Sanger-Harris, Dallas, has 
opened a new salon. The 1,800-sq.- 
ft. store will stock about 40,000 
pairs of ladies’ shoes and seat 60 
people. An added feature will be a 
special express service. Daily, from 
11 to 2, special sales and wrapping 
personnel will help speed service to 
lunch-hour shoppers. 

eo . @ 

Handley’s Shoes, a new family 
store, has been opened in Folsom, 
Calif., northeast of Sacramento, 
under the Merchants Service divi- 
sion of International Shoe Co. 
Store owner is Chet Handley and 
general manager is Neil Palmer. 

* o e 

Children’s Shoe Corral, with 
stores in Van Nuys and Reseda, 
Calif., is opening a new unit in 
the Del Amo Shopping Center, one 
of the country’s largest, at Tor- 
rance, Calif. President Leonard 
Yaffe said the new store has a 
teen department at one end. All 
the stores feature a western motif. 
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U.S. probe of shoe marketing practices 
centers on franchise, factory-owned stores 


A full-scale probe of shoe mar- 
keting practices is underway by the 
Justice Department, BooT AND 
SHOE RECORDER has learned. Fac- 
tory-owned and franchise stores 
are the focus of the investiga- 
tion, which the Justice Department 
says could result in the filing of 
civil cases. 

A Justice Department official in 
Washington, while admitting that 
the probe is taking place, could not 
say when court cases would be filed. 
He emphasized that “only a few” 
investigations ever result in the 
actual filing of cases. If court ver- 
dicts are asked, he said, the filings 
might be “many months away.” 

Federal investigators have been 
talking in recent weeks with shoe 
executives at every level—among 
large, middle-size and small manu- 
facturers, among chain retailers, 
and among independents. The in- 
dependents have long smarted un- 
der what they believe to be unfair 
marketing of name brands through 
factory-owned or franchise stores. 

When probers return with com- 
pleted reports, Attorney General 
Robert F. Kennedy and his anti- 
trust law experts will decide 
whether the information warrants 
the filing of antitrust cases. Then 
the Federal courts would have to 


Imports of nonrubber 


Imports of nonrubber footwear 
reached a peak of 16,271,869 pairs 
in the first half of 1961, a new 
U. 8S. Commerce Dept. report 
shows. 

The report was prepared by J. 
G. Schnitzer, director of the de- 
partment’s Leather, Shoes and Al- 
lied Products Division. 

Total value was $26,911,755— 
also a new high, according to the 
report. 

Total pairage in the first half 
of 1960 was 14,237,107. Value was 
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decide whether the practices con- 
stitute an illegal conspiracy against 
independent merchants. 

The shoe investigation, like all 
other antitrust probes, is under the 
direction of Assistant Attorney 
General (for antitrust) Lee Loev- 
inger. 

Industry sources say the investi- 
gation may encompass not only the 
Big Four, but other large shoe 
firms as well. Investigators have 
been accumulating data for many 
months, and collecting all the in- 
formation they can on restraint-of- 
trade complaints. 

Sources in the industry said the 
accumulated complaints involve dis- 
criminatory practices, territorial 
monopolies, preferential treatment 
and pressure tactics. 

Many medium and smaller shoe 
manufacturers have given closed- 
door testimony, in addition to sup- 
plying factual reports and affidavits 
of alleged violations by larger com- 
petitors. A number of the firms are 
reported to have volunteered their 
testimony, while others provided it 
when officially approached. 

The impact? One well-known 
shoeman who has been in close 
touch with the developments de- 
scribed it this way: “A potential 
bomb.” 


footwear hit peak 


$25,823,418. In the comparable 
period of 1959, pairage totaled 
9,906,632 and the value was $17,- 
852,960. 

Average price per pair dropped 
in the first half of 1961 to $1.65 
from $1.81 in the first half of 1960. 
In the same period of 1959, the 
average price per pair was $1.80 
and in 1959, $1.28. 

Japan leads—In terms of quan- 
tity, Japan continues to be the 


leading supplier nation. Italy is a 
close second. 


But in terms of value, Italy is 
far ahead. 

Imports from Japan totaled 6,- 
616,158 pairs, of which 4,140,111 
were mostly plastic types. Total 
value was $2,520,878, with the 
plastic shoes valued at $1,381,914. 
The comparable figures for a year 
ago were 5,785,595 pairs, of which 
1,486,007 were mostly plastic. To- 
tal value in that period was $2,- 
717,813, with the plastic and other 
nonleather and nonrubber types 
valued at $456,280. 

Imports from Italy totaled 6,- 
332,044 pairs, of which 4,838,930 
were leather women’s and misses’ 
types. Total value was $15,380,- 
846, with the women’s and misses’ 
shoes alone valued at $9,447,363. 
The comparable figures for a year 
ago were 4,502,557 pairs, of which 
2,703,563 were women’s and miss- 
es’ types. Total value in that pe- 
riod was $13,040,169, with the 
women’s and misses’ types valued 
at $6,982,440. 

Average price per pair from 
Italy dropped from $2.90 in the 
first half of 1960 to $2.43 in the 
first half of 1961. Average price 
per pair from Japan dropped from 
47¢ in the first half of 1960 to 
38¢ in the like period of 1961. 


Says Congress can 
solve import problem 


Solution of the problem pre- 
sented by the flood of shoe im- 
ports lies with Congress, Maxwell 
E. Field, executive vice president 
of the New England Shoe and 
Leather Association, declared re- 
cently. 

Speaking at a luncheon of the 
Manchester Rotary Club, Mr. Field 
suggested that steps be taken 
similar to those which aided the 
textile industry through a recent 
17-nation agreement freezing cot- 
ton imports and exports at the 
1960-61 level. 

Emphasizing the importance of 
the shoe industry in Manchester 
and other cities in New Hamp- 
shire, the speaker pointed out that 
this city has 5,520 workers em- 
ployed in shoe factories and 570 
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additional employees in leather tan- 
ning and other leather products 
plants. 

Throughout New Hampshire, 
there are 18,000 shoeworkers, 
plus 2,600 others working in leath- 
er tanning and other leather 


products establishments. In 1960, 
Mr. Field reported, the Granite 
State produced 48 million pairs 
of shoes with a shipment value of 
$169 million, giving it sixth place 
among the nation’s shoe-produc- 
ing states. 


Mostly stocks, some procurement to fill 
initial requirements of military build-up 


The 10-per-cent increase in 
armed forces strength, as recently 
proposed by the President, will 
cause no proportionate increase on 
initial procurement requirements. 

Although the proposed increase 
in troop strength will add approxi- 
mately 250,000 men to the armed 
forces, there will be no appreci- 
able effect on initial procurement 
because (1) the build-up will be 
gradual, and (2) most of the re- 
quirements will come initially 
from existing stocks, a spokesman 
for the Quartermaster Corps said 
recently. 

However, the Military Clothing 
and Textile Supply Agency is plan- 
ning to procure in the near future 
the following shoe items: 

1—App. 22,152 pairs of men’s 
dark brown, oxford dress shoes; 

2—-App. 20,304 pairs of outer- 
soles, Class I, water resistant, 
service shoes. 

Delivery is necessary in 90 to 
120 days after awards are made. 
This procurement is restricted to 
smal] business concerns, which 
are defined as employing 500 or 
fewer persons. 

Awarding of contracts to small 
business concerns is a change 


same 

wonderful 

features your 
customers love 

in those famous fabric 


Foamtread’ Slippers 
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now available in 


LEATHER... 


from former practice. In recent 
months, about 80 per cent of the 
number of contracts awarded have 
gone to small business. This num- 
ber is equivalent to 58 per cent of 
the total dollar value of such pro- 
curements, the spokesman said. 
He further stated that the reason 
was that the current procurement 
is suited to small business. 

Asked if the rate of purchase 
would change once existing stocks 
znd initial procurements were de- 
pleted, he said that this would be 
“difficult to say, and would de- 
pend on world conditiors.” 

Interested suppliers of the above 
two items should contact the 
Military Clothing and Textile 
Supply Agency, Philadelphia 
Quartermaster Center, U.S. Army, 
2800 South 20th St., Phila. 1, Pa. 
Attention: Purchasing D’‘vision, 
Equipage Branch. 


TECHNOLOGY 


ISCO perfects new 
method for vulcanizing 


International Shoe Co. has per- 
fected a shoemaking process which 
vulcanizes only the foundation 


sole. The vulcanized foundation 
allows ISCO to add any type of 
sole to a shoe and still retain 
the inherent advantages of vul- 
canized construction. 

Because the foundation is mold- 
ed to the shoe and conforms to 
the bottom of the last for comfort 
and moisture protection, the shoe 
can be soled with leather, vinyl, 
or various types of rubber bot- 
toms. The firm said this offers 
a distinct advantage in industry, 
where soles must often be se- 
lected according to oil resistance, 
non-slippage properties, thickness, 
weight and flexibility. 


Patent given for bonding 
fabric upper, leather sole 


A patent for simplifying assem- 
bling operations for a leather-soled 
canvas shoe was issued recent- 
ly to Denis W. Cronin of Matworth 
Corp., 200 W. 34th St., New York. 
The patent, covering a method of 
bonding the fabric upper to the 
shoe sole, is based on Cronin’s ap- 
plication filed several years ago. It 
is patent No. 2,995,839. 

The new patent and its applica- 
tions are open to licensing gener- 
ally. Cronin says several requests 
for licenses have been received. 


ISCO using plastic lasts 
in pump production 


International Shoe Co. is among 
the first of the nation’s large shoe 


manufacturers to start actual 
shoe production using plastic lasts. 
ISCO is introducing the new lasts 
at its Springfield, Ill., plant for a 


Vitality women’s pump with a 





WE BUY AND SELL CLOSE-OUTS 


AND ENTIRE STOCKS 


Nat. advertised brands women’s, 


men’s & children’s shoes. 


Top 


selection on Pacific Coast. 30 yrs. 
same location. 


WEST COAST JOBBING CO. ‘ 


721 So. L. A. St. 


WELLCO SHOE CORPORATION, WAYNESVILLE, N. C. 





Los Angeles 14, Calif. 
MA 2-3175 
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21/8 heel and double needle toe. 

ISCO’s initial order was for 
some 1,200 pairs of Sterlon lasts 
from Sterling Last Corp. Among 
the shoemaking advantages listed 
by International are reduction of 
breakage around the thimble hole; 
less shrinkage and expansion; 
self-sealing quality of tack holes; 
built-in finish to allow for easier 
placement and removal of the 
shoe. 


ORGANIZATIONS 


Next NSMA program 
on market research 


The market research function in 
shoe manufacturing companies will 
be discussed by experts in a pro- 


gram planned by the National Shoe | 


Manufacturers Assn. in Miami 
Beach, Sept. 21 and 22. The pro- 
gram precedes the National Shoe 
Fair, which will be held in Miami 
Beach Sept. 24-27. 

NSMA’s Third Market Research 
Institute will treat publication re- 
search, market potential and psy- 
chological aspects of footwear. 

Key presentations on publication 
research will be made by the Chil- 
ton Company, publishers of the 
BOOT AND SHOE RECORDER, by the 
Ladies’ Home Journal in a slide 
film showing important operating 
controls for profitable shoe depart- 
ments, and by Fairchild Publica- 
tions. 

Industry case histories will be 
presented by B. E. Edscorn, Inter- 
national Shoe Co., Gerald Apple- 
baum, Old Town Shoe Co.; Tom 
McConnell, Herbst Shoe Co. ; Robert 
Nims, Endicott Johnson Corp.; 
Elinor Bohle; and others from the 
shoe industry. 

A panel, composed of population 
experts and business development 
leaders in Florida, will analyze in 
depth the market potentials and 
outlook for the South Atlantic 
market. 

John B. Reinhart, Jr., Trimfoot 
Co. (and Chairman of the NSMA 
Marketing Committee), a psycho- 
logical consultant, will discuss some 
psychological aspects of footwear. 

Roy St. Jean, Brown Shoe Co., 
Chairman of the Market Research 
and Statistics Committee, will pre- 
side. 
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Meeting of NAFMC 
to be held in Canada 


Members of the North American 
Factory Management Conference 
Committee, will meet at the Cha- 
teau Frontenac in Quebec City, 
Canada, on Sept. 16 to plan a pro- 
gram for the next Factory Con- 
ference to be held in Cincinnati, 
Ohio, in May, 1962. This commit- 
tee is comprised of both Canadians 
and U. S. shoe manufacturers, and 
it is anticipated that a full comple- 








ment will be on hand to set the di- 
rection for the next NAFMC. 


Jarman to speak 


Maxey Jarman, Chairman of 
the Board of Genesco, Inc., will 
be the featured speaker at an all- 
day conference on problems in 
the men’s wear field. It will be 
held at the Waldorf Astoria Hotel 
by the National Assn. of Retail 
Clothiers and Furnishers on Wed- 
nesday, Sept. 13. 


Our best-selling 


Shaw casual 





to be 
advertised in 


Outdoor 

Life 

September 
Toco 





for the Custom Touch of 


HAND LACING 


Who but Shaw 

gives you the cus- 

tom touch of GENU- 

INE HAND-LACED vamps 

at such a sensible price. 

This style-right casual available in black 
or dark brown leather, shadow antiqued. 
Whether for casual, dress or work wear, 
Shaw gives you the very newest, value- 
priced! At good stores everywhere, or write 
us for details. 


Today's top 


$109 to $1495 


"Over 39 years of quality shoemaking” 


M. 


values at 


T. Shaw, Inc. e¢ Coldwater, Mich. 








_ Tie in with us 
your sales! 


eeeeseeeeoeeeeeeed 


eoeeeeee 
Ceoeoeeecee 


Write for details — 


M. T. SHAW INC., 
Coldwater, Michigan 
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Frank Underhill resigns as I.S. director 


Frank T. Underhill, Executive 
Director of Independent Shoemen 
for the past four years, resigned 
his post with the organization as 
of September 1. 

Mr. Underhill stated that his fu- 
ture plans are not yet crystallized, 
but that several proposals are un- 
der consideration. 

Independent 
Shoemen head- 
quarters will 
move from Bos- 
ton to Philadel- 
phia, according to 
Carl Sher, presi- 
dent of the or- 
ganization, who 

| is also located in 
| Philadelphia. 

Mr. Underhill 
recently submit- 
ted his resignation to the I. S. 
Board of Directors, citing the 
many accomplishments of the or- 
ganization over the past several 
years. 

In an interview with the 
RECORDER, Mr. Underhill said that 
the prime problem of Independent 
Shoemen has been “malnutrition of 
both budget and active interest 
among independent shoe manufac- 
turers and retailers.” He declared 
that while there has been “abun- 
dant moral and sympathetic sup- 
port for the principles and efforts 
of Independent Shoemen, the cash- 
on-the-barrelhead support and ac- 
tive personal participation of inde- 
pendents has been on the anemic 
side. A ball team needs more than 
a cheering section to win.” 


, 


FRANK UNDERHILL 


The irony, said Mr. Underhill, is 
that while scores of independent 
shoe manufacturers and thousands 
of independent retailers have felt 
the increasingly painful pressures 
from large organizations, “only a 
relative few in each group has been 
willing to give active personal par- 
ticipation in a movement that could 
contribute substantially to their 
survival. It has been a let-George- 
do-it situation. And there just 
aren’t enough Georges.” 

Mr. Underhill insisted that In- 
dependent Shoemen has not oper- 
ated on an anti-Big-Business policy, 
but rather on helping the inde- 
pendent to improve his competitive 
position and thus insure his future. 
He cited Operational Know-How, a 
monthly shoe business operation 
manual, as among the I. S. services 
dedicated to this end. He said that 
since this program had been func- 
tioning, “thousands of these shoe 
business, show-how booklets have 
been distributed upon request.” 

Mr. Underhill concluded, ‘The 
principles of Independent Shoemen 
are still sound. The organization 
has every reason to succeed. But 
unless the independents shed the 
lethargy and apathetic resignation 
that traditionally has been their 
worst enemy, then the organization 
and the independents themselves 
are headed for a doubtful future.” 


Shoe marketing talk 


Marketing and distribution of 
footwear will be the theme of an 
international conference, organ- 


ized by the Organisation for Eu- 
ropean Economic Co-operation, to 
be held in Madrid Oct. 25-27. 
Present-day problems will be re- 
viewed and views on recent experi- 
ence in the industry exchanged, 
with the object of improving pro- 
ductivity in distribution and ex- 
panding the sector economically. 
The main subjects for discus- 
sion will be distribution structure, 
co-operation between manufactur- 
ers and distributors, market re- 
search and sales promotion, im- 
provement of consumer services. 


PROMOTION 
EJ to utilize TV show 


Endicott Johnson Corp. will sponsor the 
television show “Romper Room" to pro- 
mote its new line of children's shoes, 
Romper Room Footwear, across the coun- 
try, according to Edgar B. Mooney, Jr., 


marketing vice-president. The new line 
will be featured three times a week on 
the show over station WJZ-TV in Baltimore 
and WTTG.-TV in Washington, D. C. The 
"Romper Room teachers’ will make in-store 
personal appearances in all cities, and 
there will be give-away prizes. 





e's 


Sport King 


\ BOWLING 
‘SHOES 


Women's: 
Red or Smoke 
Sizes 4-9, $3.75 
Boys: Smoke 
Sizes 13-5Y2 
$3.75 
Girls’: Smoke 
Sizes 13-32 
$3.45 


Athletic Footwear Division 


BERNED SHGE CO., 207 ESSEX ST., BOSTON 11, MASS. 
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Men's: Black or Smoke 


A top value at 
popular prices. 
littleway stitched 


Sizes 6-12, $4.15 


IN STOCK 
FOR IMMEDIATE 
DELIVERY 


aa 


ALL STYLES 


VULCAN CORP. 


CINCINNATI, OHIO 
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Top advertising award to Acme Boot Co. Extensive ad campaign 


set for hunting boots 


Wood-N-Stream hunting boots, 
manufactured by Weinbrenner, a 
division of Textron, Inc., are due 
for a powerful promotional push 
this fall. For the first time since 
its debut six years ago, the line 
will be advertised in the consumer 
press. 

The campaign will kick off with 
a colorful four-page gatefold-insert 
in the October issue of Outdoor 
Life magazine. Ads are also sched- 
uled to appear in Sports Afield, 
Field and Stream and leading shoe 
trade publications. The campaign 
will reach an estimated 15 million 
magazine readers. 

A dealer contest has also been 
included to bring the campaign to 
a local level. Grand prize is a 15- 
day Caribbean cruise for two for 

A national award for "planned integrated advertising programs" was given to the the dealer with the outstanding 
Acme Boot Co., Clarksville, Tenn., at the 23rd Annual Creative Competition meeting over-all promotion of Wood-N- 
of the National Advertising Agency Network, Colorado Springs, Colorado. The plaque Stream boots and shoes. 
given is shown here with Tom Duffy, Acme advertising director. The winning exhibit was : - : 

a detailed description of a national campaign for "Golden Angus Boots." It included Included in the promotion is a 
trade and consumer publicity, trade show exhibits, package design, sales meeting presen- direct mail piece which contains a 
tations, salesmen's portfolios, trade paper advertising, mailings to dealers, catalogs, complete summary of all hunting 


window displays, price tags, newspaper ads and national magazine advertising. Acme : : 
advertising is produced by the Doyne Agency, Nashville. regulations in 50 states and Canada. 


ERBBIES AWAED 


IMPROVED 
SELF SERVICE SHOE DISPLAYER 


375 ae 


4 feet long 
6 feet high 


Easier than 
ever to as- 
semble 
Easily relo- 
cated 
Up to 72 : : Style-conscious customers are trapped in needle toes. 
pair per rack : Dealers get trapped by complaining customers who suf- 
Gray finish ; fer with every step in shoes that lack comfort design. 


Use with | Sell the needle toes but keep your prestige high by sug- 
boxes or gesting pamper-soft Musebeck Kush-N-Arch pumps. 
just shoes Here’s a comfort shoe that day after day after day tells 
Use back to g your customers you’re an expert in both fit and fashion. 








Don’t get caught in the 





back for is- ; You'l se 
land display or against wall « Fixture has ou'll make a friend . . . 


stock shelf available « Solid steel construc- keep a friend . . . for years. 


tion. Sizes AAAA 
Write, phone or come in—immediate delivery KUSH-N-ARCH oo 


(Illustrated circular the Key to Modern Merchandising on request) 


PAR STEEL PRODUCTS This is a brand NEW line. 


2633 South Halsted Street Chicago 8, Illinois | Dealerships open. Write 
SEE US BOOTH 60—FONTAINEBLEAU 








MUSEBECK SHOE CO., Forest at West 








September |, 1961 





FINANCIAL 


EJ trims legal, medical, picnic fringes 
after first-half loss of $2.7 million 


Endicott Johnson Corp. sus- 
tained a substantial loss during the 
first half of the year while sales 
fell 4.8 per cent. 

Frank A. Johnson, president, 
told shareholders that adverse 
economic conditions during the pe- 
riod together with an unfavorable 
product mix exerted a_ strong 
squeeze on profit margins. This, 
together with higher costs of the 
company’s long-range revitaliza- 
tion program, resulted in a net 
loss of $2,743,933 compared with 
net earnings of $829,968 for the 
same half-year period a year ago. 
Sales for the period fell to $63,- 
098,554 from $66,249,751 of the 
same period a year ago. 

“While we believe that the low 
point in sales has been reached,” 
Johnson said “ ... it is neverthe- 
less apparent that the results for 
the year will show a large deficit. 
We are confident, however, that 
the complete reorientation of the 
company which has been taking 
place will be effective in 1962 and 
will make possible the turn-around 
to future profitable operations.” 

In three separate announce- 
ments by Johnson, the company 
made a series of moves designed 
to reduce the costs of auxiliary 
EJ agencies not directly involved 
in the production of footwear. 

1—EJ is curtailing its long-time 
program of free legal services for 
its 12,000 employees in Endicott, 


Johnson City, 
Oswego. 

2—EJ’s medical program would 
be changed to result in savings on 
office and home calls by physicians 
and in the costs of drugs and 
medical supplies. 

3—EJ will save about $10,000 
by eliminating the annual EJ 
Workers’ Labor Day celebration 
and fireworks show. 


LABOR 


Golo threatens move, 
so union takes same pay 


The acceptance of a 21-month 
contract by employes of Golo of 
Dunmore, Pa., ended a four-day 
strike and eliminated the possibil- 
ity that the company would vacate 
the town. 

The new pact, increasing fringe 
benefits but containing no general 
pay increase, was the same offer 
rejected on two earlier occasions by 
the workers of Local 13254, Dis- 
trict 50, United Mine Workers of 
America. 

The offer was accepted by a “good 
margin,” according to Edward 
White, local president, but the fig- 
ures were not released. About 175 
workers attended the voting ses- 
sion. 

The company had threatened to 
vacate the town, where its payroll 
amounts to $900,000 a year, unless 


Binghamton and 


its offer was accepted. Golo has op- 
erated in Dunmore for 16 years. 


EXPANSION 


St. Louis concern 
leases new quarters 


Tober-Saifer Shoe Manufactur- 
ing Co., St. Louis wholesaler of 
women’s shoes, has signed a long- 
term lease on new quarters at 
1520 Washington Avenue, three 
blocks west of the firm’s present 
location at 1204-06 Washington 
Avenue, downtown St. Louis. 

The new area, about 100,000 
square feet, will double the com- 
pany’s current fioor space. Tober- 
Saifer has leased the first two 
floors of a block square building 
formerly known as the Ely & 
Walker Building, now renamed 
the 1520 Washington Avenue 
Building. Extensive remodeling is 
under way with completion sched- 
uled for late fall. 

Offices of Tober-Saifer affiliates 
will also occupy space at 1520 
Washington Avenue, including 
manufacturing units Selwyn Shoe 
Co., Crown Shoe Co., Crown Foot- 
wear, and also Wilkerson Shoe Co. 


Clayton Shoe expands 


The Clayton Shoe Co., Corning, 
Ark., has started an expansion 
program that will almost double 


the manufacturing force. Jack 
Johansen, assistant supervisor of 
the factory, said 100 new workers 
are being employed, making a total 
of 250. 

The company, a maker of women’s 
footwear, is a subsidiary of Johan- 
sen Bros. Shoe Co., Inc., St. Louis. 
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FAST SALES 
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SHOES 
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79-81 READE ST., NEW YORK 7, N.Y. 
SHOE co. Phone: WOrth2-5180 


Boot and Shoe Recorder 





LEATHER * ALLIED NEWS 





Leather chemists’ congress attracts 800 


The first meeting of International Union of Leather Chemists 
Societies in this country has just concluded at the Shoreham Hotel, 
Washington. It attracted nearly 800 leading leather chemists and 
technicians from 18 societies, who met in a week-long Seventh 
Biennial Congress. The entire session was under the guidance of 


American Leather Chemists Assn. 


Every leading European leather society was scheduled for repre- 
sentation, including Czechoslovakia, Poland and Hungary. Argen- 
tina, Egypt and even India were slated for representation. 

From the many technical papers presented at the congress, BOOT 
AND SHOE RECORDER has obtained two, which are presented in sum- 


marized form here. 


WEAR DURABILITIES 
AND ABRASION RESISTANCE 
OF SOLE LEATHEF 


(R. G. Milton) 


Until 1945 most of the inventors 
or users of abrasion testing ma- 
chines for sole leather seem to 
have thought that the results they 
obtained with their machines pro- 
vided a reliable guide to the dura- 
bility of leathers worn as shoe 
soles. 

In 1945, however, tests found 
little or no correlation between the 
two types of abrasion machines 
in use, and as a consequence abra- 
sion testing has apparently been 
discontinued in merica. But this 
view was not accepted in Europe, 
where numerous types of ma- 
chines are still in use. 

This paper gives further evi- 
dence of the validity of abrasion 
tests and discusses some of he 
factors which limit their ac- 
curacy. 

The experiments compared 
abrasion-tested soles with wear- 
tested soles worn by children aged 
10-15, and found that the abrasion 
tests gave moderately accurate 
predictions of durability. But the 
figures may have to be modified, 
since conditions for abrasion test- 
ing were ideal (no clogging im- 
pregnants were used; samples 
were ample, with a wide range of 
durability; averages based on 17 
samples probably precluded hu- 
man errors). 

There were also differences be- 
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tween the two tests because of 
inconsistent walking habits, ran- 
dom errors of measurement and 
the fact that abrasion specimens 
and soles must be different pieces 
of leather. The test report fav- 
ored wet abrasion testing, which 
gives a good wear prediction. 
Adding the dry test results did 
not make the prediction any more 
accurate. 


AMERICAN AND EUROPEAN 
LEATHER MAKING 


(H. G. Turley) 


In the very first operation, soak- 
ing, there are differences between 
the two methods. Soaking here is 
much shorter than in Europe. 
Europeans have some misgivings 
about the use of alkali, but this 
helps U. S. tanners soak sun-dried 
skins satisfactorily in one day, a 
process that requires three to four 
days in Europe. 

Europeans use strong processes 
in the beamhouse. They destroy 
the hair and swell skins, which 
creates a high or rough grain and, 
in turn, requires other processes 
to restore smoothness. 

Americans use mild, non-plump- 
ing liming processes, and it may 
be a trait of national psychology 
that we put considerable emphasis 
on the finish and eye appeal. We 
even make elegant-looking sole 
leather, which loses its elegance 
after a single wearing. Our em- 
phasis is on smooth leather; much 
European leather is boarded and 


some of it grainy. Europe pro- 
duces a more swollen hide in the 
production of chrome and vege- 
table leather. 

European cattlehide is full, 
round, soft and grainy; American 
cattlehide is flatter, firmer and 
smoother, while retaining a tem- 
per or spring to satisfy the de- 
mands of our highly mechanized 
mass-production plants. 

Europeans use a double bating 
action, separating the deliming 
from the enzyme phases; Ameri- 
cans use a single operation with 
a prepared artificial bate. Some 
of the fine break of some Euro- 
pean leathers may be influenced 
by the presence in the loose grain 
area of hair roots, sebaceous glands 
and muscles. 

e 

The European concept in 
chrome tannage is a full-mellow, 
soft leather, quite comfortable in 
shoes but inclined to be weak on 
the grain and comparatively easy 
to scuff. Ours is more resistant, 
and is designed to give a mini- 
mum of trouble in production and 
provide a good “snappy” appear- 
ance. Consequently Europeans 
pickle less than we do; we use a 
“complete” pickling, more acidic, 
with only half as much chrome, 
which we don’t recover. Tanning 
is shorter here, with less alkali. 

Fatliquoring is more important 
here, but it must be carefully con- 
trolled. It has led to as much 
poor leather as any other opera- 
tion. 

European leathers get much 
more hand treatment, and the fin- 
ishing techniques are elaborate 
and complex. This is not neces- 
sarily a sign of greater craftsman- 
ship as much as it is a situation 
forced upon the European worker 
by the characteristics imparted to 
the leather by the beaming ard 
tanning operations. 

The pasting drying process is 
probably the most important inno- 
vation in manufacturing side 
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leather. Since the war there has 
been considerable interest in 
Europe in the American process. 

There is a tendency for the 
American tanner to approach some 
of the characteristics of his Euro- 
pean counterpart, and vice versa. 
Perhaps someday the ideal leather 
will be achieved. 

Our retanning processes are a 
simple matter, but have proved 
difficult for the European tanner 
when he wants to make an imita- 
tion of American sideleather. 

To further preserve the quality 
of smoothness, most of our side 
leather is buffed down smoothly 
and the grain removed entirely, 
along with scratches, stains and 
other imperfections. 

However, we are sacrificing a 
tremendous advantage that prop- 
erly made leather should possess 
—the eye appeal of the original 
animal grain. Plastic finishes look 
like plastic material, which con- 
stitutes a positive danger. 

We should strive to preserve a 
few of the sterling attributes of 
leather—the tensile strength, flex- 
ibility and an identifying grain 
pattern. 


Call to religious life prompts sequence 
leading to Kiwi-Cavalier transaction 


The fateful factors of business 
range from accidents to zig-zag- 
ging zodiacs, and are as unpredict- 
able as next decade’s products. J. V. 
Lobell, Sr., president of Cavalier 
shoe polish, has met and conquered 
them all in a dynamic 40-year ca- 
reer. 

But from Cavalier’s home in Bal- 
timore last month came a totally 
new and unexpected one: a reli- 
gious calling. And in one quick se- 
quence of events it spurred Lobell 
to something that three wars, a de- 
pression and a few deep recessions 
couldn’t cause—the end of Cavalier 
as an individual company. 

The calling came to John J. Lo- 
bell, 37-year-old son of the company 
president, who has spent three 
years of his life at Cavalier being 
groomed from the ground up ‘to 
follow in his father’s well-polished 
footsteps. Now he will enter a 
Washington seminary (Episcopal) 
instead. 


“It came as quite a surprise at 
first,” said the elder Lobell. “But 
I have to admire his decision. That 
takes a lot of guts.” 

Lobell is quick to admit that the 
verdict prompted him to think of 
retirement. And when the news of 
his impending move leaked out, 
Cavalier began to get feelers from 
merger - minded competitors anx- 
iously eyeing the old-line company’s 
exclusive shoe store trade. All were 
rejected in favor of Kiwi Polish, a 
world-wide operation with plants 
in 18 countries (including its sin- 
gle U. S. factory in Pottstown, 
Fa.) 

When everyone at Cavalier agreed 
that Kiwi could be the best possible 
choice, the feeler turned into seri- 
ous negotiations, and ended in full 
approval. 

Kiwi sells in 156 countries; Cav- 
alier has had particular success in 
some areas which will help expand 
the Kiwi sales network. Kiwi pres- 
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Aboard 
Cunard Line 
Luxury Ship Mauretania 


TO WEST INDIES 
AND SOUTH AMERICA! 


FOR TWO! 


FOR ALL WEINBRENNER Wood-N- 
Stream DEALERS! Greatest outdoor 
magazine promotion ever made on 
boots and shoes. Advertised in 
4 FULL COLOR PAGES in “Outdoor 
Life,"’ Oct. issue. PLUS special 4 
FULL COLOR PAGES of “Hunting 
Dogs in Action.’ 
"*OUTDOOR LIFE"’ 


ALL EXPENSE TOUR 


GRAND PRIZE—worth $2,300; 
a delightful 15-day sunshine 
cruise for two on Luxury Liner 
Mauretania to exotic West Indies 
and gay South America. Cruise 
includes all expenses; First Class 
accommodations and guided tours 
to Barbados, Grenada, Curacao, 
Kingston and Port-Au-Prince, etc. 


BOLEX CAMERAS 


Nine additional prizes, Bolex 
8MM, Seven Speed Movie Cam- 
eras with turret lenses and 
compumatic electric eye. Finest 
movie camera made! 





SPREAD 


PLUS window strips, counter cards, 
background displays. PLUS specia! 
“Outdoor Life’’ promotion to 5,000 
Rod and Gun Clubs. PLUS color 
ads in “Sports Afield” and ‘Field 
and Stream.” 





See your WEINBRENNER representative or write: 


? @A fextron| DIVISION 


MILWAUKEE 1, WISCONSIN 


ORDE. 
EARLY! - 
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ident Lawrence Emley said the 
move is in line with the company’s 
expansion-through-acquisition pol- 
icy originating at its Melbourne, 
Australia, home. 

Key personnel of both firms will 
be “closely associated in matters of 
technical and sales organizations, 
and policies of both companies will 
be continued,” according to the for- 
mal announcement. 

Lobell, an industrial innovator 
whose accomplishments include the 
development of a scuff-covering liq- 
uid and half a dozen other prod- 
ucts, will stay on “as long as Kiwi 
needs me,” he said. 


Puerto Rico attracts 8 
new U. S. leather plants 


Eight U. S. leather companies 
were among the 190 U. S. and 
Puerto Rican firms who signed up 
for new “Operation Bootstrap” fac- 
tories in Puerto Rico during fiscal 
1960-61, it was announced by the 
Caribbean Commonwealth’s Eco- 
nomic Development Administra- 
tion. 

The new leather industry ven- 
tures include Aristocrat Leather, 
Craftsman Billfolds, Nash _ Inc., 
Amity Leather Products and the 
Gutman-Lann Glove Co. 

Products the new plants will pro- 
duce in Puerto Rico include ladies’ 
shoes, leather belts, leather wallets 
and _ billfolds, synthetic leather 
fabrics and leather palms for 
gloves. 

More than 55 of the 820 U. S. 
and Puerto Rican firms established 
in Puerto Rico under the “Boot- 
strap” program are in the leather 
and related products industry. In- 
ternational Shoe Co. already 
operates four branches on the island 
which are expanding to full line 
production. 


Display maker expands 


Lustra-Cite Industries, Inc., pro- 
ducer of display fixtures, has in- 


creased its manufacturing and 
warehousing facilities at 331 Kent 
Ave., Brooklyn, N. Y. The company 
now has 54,000 sq. ft., an increase 
of 24,000 sq. ft. over its previous 
facilities. 

The company designs and man- 
ufactures merchandising display- 
ers, for store interiors and win- 
dows; and advertising displays. 
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BROTHERS ON VACATION: 
Sidney Cohn, president of Acme 
Boot Co., and Mrs. Cohn joined 
the former’s brother, Marvin Conn 
(formerly Acme vice-president but 
now a partner with Gene Epstein 
of E&S Mfg. Co., Denver), and 
Mrs. Conn for a Colorado vacation. 
It was Mr. Cohn’s first visit to the 
Rockies and the first vacation with 
his brother in years. The foursome 
visited Aspen, Central City and 
Colorado Springs. 


EXTRA-CURRICULAR: Meade 
M. McCain, Jr., of Swope Shoe Co. 
and Harvey Kopp of Harvey Kopp, 
Inc. were recently elected secre- 
tary and a member of the board 
of trustees, respectively, in the 
Associated Retailers of St. Louis. 
... Henry L. Nunn, founder and 
former president of the Nunn- 
Bush Shoe Co., has written his 
second book. It is being published 
by Prentice-Hall under the title, 
“Partners in Production, a New 
Role for Management and Labor.” 
Nunn retired in 1946 as president 
of the shoe company he helped 
found in 1912. 


JOINING THE CLUB: Karl J. 
Rohrbach, president of Ephrata 


DEATHS 


N. B. GRIFFIN, 73, retired pres- 
ident of the former Selby Shoe 
Co., active in Ohio education mat- 
ters and a member of the state 
delegation to the White House 
Conference on Education; re- 
cently, in Ohio. 


JAMES P. MAHAR, 71, presi- 
dent of Mahar Shoes, Ltd., a chain 
of 108 stores in Ontario; Aug 1, 
in Toronto. He was a member of 
the Shoe Manufacturers’ Assn., 
the Shoe Retailers’ Assn., and the 
Canadian Council of Distribution. 


JACOB SHAIN, retired owner 
of the American Shoe Co.; Aug. 7, 
in Chicago. 


ANDREW F. HECKLER, 65, of 
Griess-Pfleger Tanning Co., Wau- 
kegan, Ill.; Aug. 2. 





Shoe Co., Ephrata, Pa., inducted 
three new members into the com- 
pany’s 25-year club at a recent 
dinner. They are Charles Kilhef- 
ner, Alfred Raberman and John 
Ocker, Sr. Now the club has a 
membership of 35. 


RESIGNS POST: Silvie Hamil- 
ton Gallagher has resigned as di- 
rector of fashion and promotion 
for the Surpass Leather Co., Phila- 
delphia. She will continue to hold 
the same position for the Haus of 
Kraus. In addition, she is also de- 
signer for several slipper and shoe 
lines. 


NEW TRAVELERS’ MAR- 
SHAL: Tom F. Malley, retired 
shoeman, has been appointed to 
the newly created position of 
“marshal” of the West Coast Shoe 
Travelers Associates Spring Mar- 
ket Week in Los Angeles, Oct. 8 
to 11. Malley, serving as liaison 
between the shoe committee and 
exhibitors, will be responsible for 
observance of show regulations at 
the three exhibition centers in the 
Alexandria, Biltmore and Shera- 
ton-West Hotels. The new mar- 
shal was selected because of his 
popularity and long association 
with the local shoe industry. 


WILLIAM F. RITCHESKI, 73, a 
long-time shoe salesman and shoe 
department manager; Aug. 5, in 
Muskegon, Mich., after an illness 
of 2% weeks. 


DAVID NISSENKOREN, 67, op- 
erator of Dave’s Shoe Store, 
Milwaukee, of a heart ailment; 
Aug. 3. 


WILLIAM B. JOHNSON, 74, 
formerly maintenance _ superin- 
tendent of the Endicott Johnson 
factories in Binghamton and 
Johnson City; Aug. 8, in Johnson 
City, after a long illness. 


THOMAS THIBEAULT, former 
business agent for the New Hamp- 
shire Shoeworkers Union; July 31 
in Manchester, N. H., after a long 
illness. 





PERSONNEL 





DICK VIAU 
Edison Bros. 


EDWARD SOLOMON 
GallenKamp Stores 


Chains... 


EDISON BROTHERS’ STORES, 
INC., St. Louis—Named Dick Viau to 
an executive post in the home office, 
where he will be merchandising 
French Room dress shoes. He joined 
Edison 13 years ago as a salesman 
in Chandler’s Fresno, Calif. His lat- 
est managerial assignment was in 
Baker’s, Skokie, III. 


GALLENKAMP STORES CO., Los 
Angeles—Announced the promotion of 
Edward Solomon, formerly a member 
of the buying staff, to general mer- 
chandise manager. Prior to joining 
GallenKamp’s, he was children’s shoe 
buyer for Miles Shoe Co., New York. 


G. R. KINNEY CORP., New York 
—Named Joseph Racine manager of 
its Elmira, N. Y., store. He was for- 
merly assistant manager of the firm’s 
Lackawanna, N. Y.., store. 


Departments .. . 


ALEXANDER’S DEPARTMENT 
STORES, INC.. New York— Ap- 
pointed Sam Steinberg as buyer of 
ladies’ better footwear. Steinberg was 
formerly associated with Florsheim 
Shoes, Haymakers, and his own retail 
store. 


MAY CO., Los Angeles — Named 
George Potashnick merchandise man- 
ager of women’s and children’s shoes 


JULIAN KOSS 
Endicott Johnson 


LEON RICHMAN 
Freeman Shoe Corp. 
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S. FEINSTEIN 
Wohl Shoe Co. 


TIM HITSMAN 
Wohl Shoe Co. 


for all seven of the May Co. stores 
in the Los Angeles area. Potashnick 
previously was divisional merchan- 
dise manager for shoes, millinery and 
main-floor fashion accessories at Stix, 
Baer & Fuller, St. Louis. He left St. 
Louis in mid-August, to assume his 
new post about September 1. 


STIX, BAER & FULLER, St. Louis 
—Appointed Simon Shanker divisional 
merchandise manager for men’s 
shoes, women’s shoes and coordinated 
handbags, taking over part of the 
post formerly held by George Potash- 
nick. With SBF since 1937, Shanker 
has been women’s salon shoe buyer 
for the past 10 years. 

Appointed Howard Heintz to mer- 
chandise the juvenile shoe department 
in addition to his present position as 
children’s division merchandise man- 
ager. Potashnick previously merchan- 
dised children’s shoes. 


WOHL SHOE CO., St. Louis—Ap- 
pointed Tim Hitsman buyer of dress 
shoes in the better grade retail divi- 
sion, effective November 1. He started 
as a salesman in a Wohl-operated de- 
partment in Ames, Iowa, in 1951, was 
brought into the home office in St. 
Louis in 1958, and became a divisional 
head in 1960. 

Appointed Seymour Feinstein buyer 
of sports, flats and casuals in the bet- 
ter grade retail division, effective No- 
vember 1. He joined Wohl in 1944 
as a member of a managerial training 


STEPHEN LUKAS 
Le Mar Shoes 


GEORGE ALLEN 
French, Shriner 


RICHARD BEGELL 
Endicott Johnson 


HARRY LEVY 
Hill Shoe Co. 


class and since 1949 has served as a 
division head. New buyers Feinstein 
and Hitsman take over the post va- 
cated by Homer Baker, who is retir- 
ing after 20 years with the company. 


Other retailers ... 


GOODWIN’S MEN’S SHOE 
STORE, Beverly Hills, Calif.—Ap- 
pointed Fred Haber manager. He was 
formerly a salesman in Goodwin’s 
Statler Hotel store in Los Angeles. 


CHARLES KUSHINS CO., Oak- 
land, Calif—Named Arthur Beren 
general manager. He was former 
merchandise manager of shoes for 
Gude’s of Los Angeles. 


Wholesalers ... 


HILL SHOE CO., Phila.—Appoint- 
ed Harry Levy as salesman to cover 
Baltimore, Washington, and the states 
of Virginia and Maryland. 


Manufacturers ... 


THE BATES SHOE CO., Webster, 
Mass.—Appointed Fred J. Dunbar, 
Jacksonville, Fla., as the new Bates 
representative for the states of Flor- 
ida, Alabama, Georgia and the Gulf 
area of Mississippi and Louisiana. 


THE EPHRATA SHOE COM- 
PANY, Ephrata, Pa—Named Ralph 


P. LOWENSTEIN 
Dreher Leather 


ROBT. H. PLATEN 
Sandler of Boston 
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Murphy sales representative in the 
New England States. 


ENDICOTT JOHNSON CORP., 
Endicott, N. Y.—Appointed Richard 
E. Begell inventory controller for the 
Retail Store Division. He was for- 
merly merchandise manager of men’s 
and juvenile shoes. The company also 
appointed Julian Koss buyer of juve- 
nile shoes for the same division. He 
was formerly with Zaer’s Discount 
Stores, John Irving Inc. and Filene’s 
Department Store. 


FRANCINE SHOE CO., Norway, 
Maine—Appointed George M. Barr as 
general manager. He was formerly 
general manager of Medwed Foot- 
wear, Inc., Skowhegan, Me., and 
Songo Shoe Mfg. Co., of Portland. 


FREEMAN SHOE CORP., Beloit, 
Wis.—Appointed Leon Richman exec- 
utive vice - president. He joins the 
firm September 1, having been con- 
troller of Gimbels, New York. Prior 
to this, he was vice-president and 
treasurer of Miles Shoes. 


FRENCH, SHRINER & URNER 
MFG. CO., Boston—Appointed George 
Allen as factory superintendent. He 
has been in the shoe industry for 20 
years, and assistant factory superin- 
tendent at French, Shriner for 9 
years. Allen is a member of New 
England Shoe Foremen and Superin- 
tendents Assn., Boston district. 


HAMILTON SHOE CO., St. Louis— 
Appointed Ray L. Bennigson vice- 
president in charge of sales for the 
firm’s Penaljo and Delmanette divi- 
sions. Bennigson is a member of 
the NSMA Marketing Committee and 
a permanent member of the NSRA 
Shoe Style Committee. 

Reassigned Alanson C. Brown, Jr., 
to cover the midwest states for Del- 
manette, succeeding Clyde W. Martin, 
resigned. Brown formerly traveled 
the southwest. 

Appointed Frank Fernandez _ to 
carry Delmanettes in addition to 
Penaljos in the southwest; Milton 
Keach to carry Delmanettes in addi- 
tion to Penaljos in the Southeast; Joe 
Wallace to carry Delmanettes in the 
New England area for the balance of 
this season; A. D. (Gus) Bourneuf to 
carry Delmanettes and Penaljos in 
New England starting with the spring 
season. 

Announced that Vere Curtis will 
handle Delmanette sales from Den- 
ver west; James Swanson will repre- 
sent Penaljo on the West Coast; Jerry 
Hoehn will carry both lines in the 
North Central area; Edwin Reinhart 
and Edward Pappani will carry Penal- 
jos in the Middle West states. 


LeMAR SHOES, INC., Haverhill, 
Mass.—Appointed Stephen Lukas 
sales representative for the Joselli 
and Cellini lines on the West Coast. 
In the same territory, Lukas will 
continue to represent the flats line of 
the Mark Angelo Shoe Co., San Fran- 
cisco. 
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SANDLER OF BOSTON —An- 
nounced the appointment of Robert 
H. Platen as sales manager, succeed- 
ing Herbert Copeland who resigned. 
Platen started with Sandler 14 years 
ago and has been sales promotion 
manager. He formerly headed the 
Children’s Shoe Division with the 
company. 

L. N. SCHWARTZ AND SONS, 
INC., Philadelphia—Appointed Lewis 
Friedman as national sales director. 
He has had an extensive background 
in sales and sales promotion. 


Tanners... 


DREHER LEATHER CO., New 
York—Appointed Peter Lowenstein to 


specialize in deveopment of new tan- 
nages, finishes, and textures. He was 
associated with Sandoz Chemical Co. 
in an advisory capacity to the leather 
trade, and previously was with Davis 
Leather, a Canadian tanner. 


HAUS OF KRAUS LEATHER 
CO., New York—Announced the ap- 
pointment of A. A. Bud Wakeford as 
agent in Wisconsin, Minnesota, Iowa, 
Illinois and Michigan. 


Allied Products... . 


K. J. QUINN & CO., INC., Malden, 
Mass.—Promoted Gardner Strout to 
tannery sales manager for its United 
States operation. 
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Here are some of the quality features in 

NURSE-MATES IMPERIALS: ~~ 

1. Pillow-Soft Imperial Cushion 2. Cookie Arch 9. 
3. Cushioned Tongue 4. One Piece Seamless Tongue 

5. Thick Aero-Crepe Soles 6. Leather Counter Pockets 
7.G Washable White Leathers 8. Lightweight, 
Long Wearing Aero-Crepe Soles 9. Air Vents Under Arch. 





too! 


and they’re just a segment of the 
tremendous white service shoe market that 
now boasts 5,000,000 women-in-white 


Was a time when nurses’ shoes were 


made just for nurses. Not so anymore! 

; Now, the white-shoe market has 
BE j expanded to include waitresses, 
as beauticians, lab technicians, 
counter clerks, super market 

checkers .. and all women whose 

daily work requires white service shoes. 


And it's no wonder that more and more 
of these comfort-conscious gals are 
becoming NURSE-MATES conscious! They're 
discovering that there's just no other 
white shoe line that offers so many 
high-priced comfort and style features at 
such popular prices. And no matter what 
their size. . NURSE-MATES has ‘em — 
from 4 to 12 — narrow widths to extra 
wide. They're all in-stock backed by 
national advertising and a strong 
in-store promotion package for you. 


Compare these NURSE-MATES 
extra-quality features, 

and then write us 

today for the complete 
NURSE-MATES catalog! 


NURSE-MATES IMPERIALS to retail at about $8.00 
Other NURSE-MATES to retail from $6.00 





NURSE-MATES 


Manufactured by PHYLLIS SHOE COMPANY, 95 BRIDGE ST., LOWELL, MASS. 
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Demand for shapes leads fall advance 


Leading fashion depart- 
ments lining up four to 
one for pointed-toe sales 
leadership. 


HOUSTON 


While back-to-college promotions 
have been strong and campus buy- 
ing is now in full-swing, news here 
centers around toe shapes with the 
emphasis on squares. 

Much local lineage has _ been 
spent promoting square toes with 
one leading fashion store credited 
with the lion’s share of lineage as 
well as squares in-stock. 

Of the five leading fashion de- 
partments, customer response to 
square toes lines up four to one. 
That is, four of the stores report 
pointed toes still leading sales, still 
the preference in dress. shoes; 
square toes being sold mostly in 
casuals, flats, little heels. 

At the fifth store, where shelves 
“floor to ceiling, wall to wall’ are 
stacked with the new toe expres- 
sion, word is that in all categories 
—loafers to dress shoes—customer 
acceptance has been excellent. 

In addition to toe shapes, inter- 
est here is in black silk, black and 
tan calf, with no let-up in sales of 
gold spectators. 


St. Louis: Early start 
brings smiles to shoemen 


Area shoe retailers like the way 
their back-to-school business is 
shaping up. Beginning with the 
teens and college group, selling 
days and evenings were reported 
lively. Buying for the kindergarten 
and grade school sets started the 
second week in August, early for 
this area. 

August figures are expected to 
top totals for August 1960 in every 
category. Although July sales in 
the area were listed as down about 
one percentage point from June, 
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July sales were up between one and 
four per cent. 

School kickoff pairs rating best 
sales attention included these 
trends: black over brown as color 
for both boys and girls; nylon vel- 
vet favored material for girls; moc 
toe favored pattern on all juvenile 
shoes; shape 5% heels showing up 
strong on girls’ nylon velvet swivel 
straps and flats; patch treatments 
on girls’ saddles very strong. 

If one best selling pattern should 
be named, top August honors went 
to the girls’ cushion crepe sole 
slipon in black nylon velvet with 
calf plug, moc toe, narrow vamp 
strap and small buckle. 

For boys, top seller was black 
moc toe loafer with elasticized 
collar. 

College business has been very 
good for all stores and depart- 
ments. College Boards have been 
played up to draw traffic. Mid- 
weight antiqued coffee brown ox- 
fords with low riding moc seam 
have sold moderately well for 
young men. However, slipons have 
gained ground over oxfords. 

More young men are buying 
slipon patterns than ever before, 
dealers agree. One major retail 
head says that the new elastic col- 
lars have improved fitting of slip- 
ons to the extent that slipons now 
rate with oxfords in “stay-on qual- 
ities.” Some brushed pig oxfords 
and low boots have moved along 
with the dressy slipon casuals. 
Charcoal gray is favored color in 
brushed leathers. 

College girls concentrated on 
plainish black calf and kid pumps, 
23/8 heels; on very fluffy un- 
sheared dormitory lounge slippers 
with padded insoles; on squared 
toe tennis shoes of corduroy in this 
color order, beige, black, green; 
and on handsewn loafers with nar- 
row squared off pointed toes, 
brown grained leather over black. 


With hot weather extending 





through August, women’s fall shoe 
business has not really had a 
chance to open up yet. Promotions 
currently feature semi-tailored 
pumps to accessorize knitted cos- 
tumes. Brown is seen widely on 
stacked heels of every height. Most 
of the men’s August business was 
for the college-age level. 


Miami: Black/white 
leads school list 


The conventional black and white 
saddle with perforated trim along 
with black nylon saddles seems to 
be the trend for _ back-to-school 
with many Miami shoe merchants. 
Boys are going for the brown and 
black oxfords. 

An exclusive children’s store in 
downtown Miami reports that ny- 
lon suedes which resist rough and 
tough treatment but still look nice 
with just a brushing are selling 
well. Black flats for girls in the 
smaller sizes were in demand. In 
the big-boy sizes, about 90 per cent 
of the sales were loafers, and 
whether they’re round or pointed 
made little difference. Black on 
brown also was strong in loafers 
and lace oxfords. Some lightweight 
shoes for boys in calf with thin 
soles were selling surprisingly well 
too. 


Boston: School sales 
building up slowly 

The back-to-school sales, that 
many retailers have been eagerly 
awaiting to give figures a push, 
built up slowly late last month. 

The few higher-priced children’s 
lines met little resistance. Manu- 
facturers have pointed out to re- 
tailers that with the economy now 
on firmer ground, higher prices 
shouldn’t cause particular customer 
commotion. And prices, they say, 
would have been raised earlier in 
the year if recession conditions 
hadn’t been in effect. 
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Women’s square toes remain dis- 
played, usually a few pairs, in shop 
windows. And retailers’ reports 
vary as to their sales and accept- 
ance. While they do create inter- 
est, customers have had to be told 
the fashion aspect of the squares. 

Consumer confusion still prevails 
as to whether pointed toes are to 
be replaced. Some women are hesi- 
tating to buy either type until they 
see what develops in this fall’s 
fashion picture. Square toe pur- 
chases, so far, have definitely been 
on a small-scale. 

The double needle on the medium 
heel is still the volume seller. 
Stacked heel popularity has been 
high during the summer. 

Popular priced men’s outlets, 
both in town and in the suburbs, 
were having sales in mid August to 
push summer merchandise. Casuals 
were selling at substantially lower 
prices, but sales were not over- 
whelming according to one retailer 
in the midst of a $5 clearance. 


Chicago: Retail opinion 
split on crescent, square 


Retailer opinion here is split on 
the role of squared-toed and cres- 
cent-toed styles in women’s fall 
shoes. The only certainty thus 
far in the present pre-fall period 
is that these styles are being in- 
creasingly displayed. 

One buyer for a large State St. 
store maintains that the crescent 
toe will be the winner. He rea- 
sons that the prevalance of the 
21%-needle now indicates a natural 
transition toward the crescent toe. 
Another reason, he thinks, is:that 
the crescent toe balances better 
with the newly widened skirts. 

Business continues good in the 
popular priced lines, but fashion 
styles are in somewhat of a lull. 
International Trade Fair visitors 
bought heavily in black and dark 
brown wedgies for walking. Flat- 
ties with 4/8 heels in moss green 
and dragon red are also getting 
a good play. Interest continues 
high in the 18/8 heel designed to 
give illusions of height. 

In men’s shoes, black accounts 
for 80 per cent of the business in 
prices around $10.95, and 60 per 
cent in higher-priced shoes. Toe 
widths are more modified in higher 
priced styles. Stepin casuals with 
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handstitching along the vamps are 
on the rise. Grosses in men’s 
shoes, generally, are on a par with 
those of last year. 


Detroit: The big word 
is autumn optimism 


In spite of below-normal sales 
during July and early August, re- 
tailers in the greater metropolitan 
area are generally optimistic 
about an upswing in the fall sea- 
son. 

Most retailers expect the new 
style and color trends to spark 
substantial sales increases—par- 
ticularly in women’s fashion lines. 

The popularity of the new 
brown tones, the combinations of 
black and taupe, and the new 
greens, is reflected in the re- 
orders already being placed by 
retailers. The squared toe is sell- 
ing well in casual styles—such as 
the Italian loafer and the soft, un- 
lined flats—but is meeting with 


very limited acceptance in dressy 
patterns. 


Atlanta: Canvas lowcuts 
sell at every age level 


As stores launch the first show- 
ings of fall items and the final 
closeouts for the summer, one of 
the most significant things to be 
noted regarding the summer’s 
business has been the popularity 
of canvas lowcuts. 

It’s been a summer of predomi- 
nantly canvas casuals and this 
applies to all age groups, teen- 
agers to older women. Result has 
been that those nice casual im- 
ports as well as domestic novelties 
haven’t sold. 

Since even the older women 
have been going for canvas this 
summer, the wedges have been 
off too. Now the problem is to 


clear these out. 
For fall, the stores say (with 





Positive Selling 


Neiman-Marcus copy stresses positive viewpoint, ‘‘frankly speaking”’ 
approach and rates reproduction. This ad’s from Houston, Texas. 


he copywriters in the advertising department are 

really the long arm of retailing. They're right there 
at the breakfast table with you each morning chatting about 
what Paris is doing with the hemline, and what's new in sn 
August wardrobe. 
In the past few months, our copywriters have been adding 
@ great deal of shoe news to your orange juice and toast. 
And in talking to you they've used the fashion language 
that is their professional authority. They've told you to ‘follow 
this toe. Don't let it out of your sight. The square toe is the 
most influential shoe news in an eon--your next shoe shape 
if you'd be ahead-—-the createst change in years and it's In—- 
slim, square, very savvy—-"' That's Neiman-Marcus talking to 
you. And, as has been so often the case, that’s Neiman-Marcus 


leading the whole fashion industry in an exciting new direction. 


There is a revolution underway in the shoe industry, It is the 
greatest change in years, It is, as our copywriters said, In. 
Just how In it is can best be dramatized perhaps by a few 


words from my office. 


More than a year ago, we sensed the excitement of the 
square toe in our collection of couture shoes from Roger Vivier 
of Paris, who designs for Dior. Then David Evins did an extra- 
ordinary shoe for Galanos, It was as low and forthright as @ 
man's evening shoe. The toe was square. And the die, for our 
money, was cast. Adventurers on the fashion staff of Neiman- 
Marcus went to work right at the drawing boards with 
America's finest shoe designers, and square toes have been 
pouring into N-M all summer. We have not been tentative 
about this changing toe. We believe in it strongly. We like it 
squared off, We like it rounded off. We have such enthusiasm 
for this whole new changa, in fact, that we stacked our shelves 
from floor to ceiling and wall to wall with this new expression. 
Now I consider that the most emphatic endorsement a store 
can give to a changing fashion. 

Yes, do not hesitate. The shoe is chang ng. It has changed. 


And great new variations of this change will continue. So 
important is this new shoe to the whole look of fashion 
this fall, that Neiman-Marcus believes if you don't have the 


shoe—you don't have the look. 





qualifications) watch out for 
browns: This may be the year. 


Washington: Cool August 
triggers autumn buying 


While unusually cool weather 
slowed sales of all types of sum- 
mer shoes in the Washington area, 
it seems to have had the opposite 
reaction on fall sales in recent 
weeks. Men’s, women’s and chil- 
dren’s retailers report a good start 
on fall business during the first 
half of August. Area retailers 
traditionally hold 20% off sales on 
back-to-school merchandise in 
mid-August. Another spell of 
cool weather coincided with these 
promotions and good activity is 
reported. 

Saddle shoes are selling well in 
teen departments, red soles are 
more and more important. Patch 
saddles are good in smaller sizes, 
but teens prefer plain. 

Women’s retailers also report 
good activity in fall merchandise. 
Black is the classic best seller; 
dark browns are also selling well. 
Many retailers report strong in- 
terest in heavier-type heels; 
double needle toes are preferred. 
Initial response to squared toes 
was good, but interest seems to 
have petered out for the moment. 
Stacked heels continue to sell well 
in both dress and casual shoes. 

Biggest talk in men’s depart- 
ments continues to be the heavier 
look. Fall sales to date indicate 
customer preference for this style. 


Los Angeles: ‘The Shape’ 
gets toe-hold, then some 


It seemed almost a case of “off 
with the old, on with the new,” 
as shelves were cleared of sea- 
soned standbys to make room for 
the square, crescent and new ver- 
sions of the needle-toe styles that 
have profited by so much advance 
publicity, both in the press and 
by word-of-mouth. 

Some retailers who were adopt- 
ing a wary attitude about the ac- 
ceptance of the new fashions, now 
are following the lead of their 
far-sighted colleagues and order- 
ing and reordering confidently, 
for “The Shape” in shoes has fi- 
nally taken hold in Southern Cal- 


80 


ifornia, even though the casual 
summer season will be with us for 
many weeks to come. 

The Collegienne Department of 
Bullock’s downtown Los Angeles 
store is showing square toes in 
flats and mid-heel dress pumps 
almost exclusively. Buyer David 
Martin, who contends that the 
new fashions are the “prettiest 
and most flattering to come on the 
shoe scene in years,” was a pio- 
neer in the introduction of Cape- 
zio’s square toe “little black kid” 
pump with a stacked pivot heel. 
Without promotion or advertising, 
the first 30 pairs of this model 


sold so fast that 300 pairs were 
reordered immediately, and this 
and other square toe models are 
on routine reorder. 

I. Magnin, operating exclusive, 
high-fashion shops in Los Ange- 
les and five nearby upper-income 
communities, ran Los Angeles’ 
first major square toe newspaper 
advertisement, a half page, fea- 
turing David Evans’ pump, avail- 
able in black and sable brown 
calf with stacked mid-heel for 
tailored costumes, and black faille 
with slender high heel for dressy 
afternoon wear. Both models sell 
for $31.95. 


MANUFACTURING REPORT 





Holdout firms give in, boost prices 


MILWAUKEE 


Several firms that had intended 
to hold off raising prices have 
changed their plans. Sharply in- 
creased leather price rises in re- 
cent weeks, they claim, led to re- 
consideration. 

Price boosts announced to date 
have been selective and moderate. 
Few increases have run higher 
than 20 cents per pair. Dealer 
reactions to the boosts have been 
favorable. The small increases 
are not expected to generate any 
price resistance at all at the re- 
tail level. 

Fill-in ordering has shown 
some solid improvement in the 
past month. Salesmen also are 
writing a heftier volume of busi- 
ness in the field. Plants are oper- 
ating at full capacity. 

Work shoe and boot shipments 
are also racking up welcome gains 
over last year’s figures. 

Black slipons with simulated 
hand stitching continues to hold 
top spot in the men’s dress shoe 
style parade. A gaining interest 
in slightly heavier men’s dress 
shoe styles is reported. 

Another sign of healthy retail 
conditions, according to one ma- 
jor shoe plant’s front office: Credit 
department reports show dealers 
are paying their bills promptly. 

Children’s footwear production 
continues to set new peaks. Price 
boosts in infant’s and children’s 


lines also are under considera- 
tion. Best guess is that price tags 
on children’s footwear are also 
due for an increase this fall. 


St. Louis: Production 
steady, ‘but not mad’ 


Production pace at St. Louis 
area plants continues to be de- 
scribed as “steady but not mad.” 
No delivery bottlenecks have been 
reported, but makers say that they 
have not seen any upsurge on the 
part of their accounts to buy 
ahead in the light of advanced- 
price possibilities. 

Local juvenile firms are holding 
their prices firm until September. 
Spokesmen indicate that the wide 
use of nylon velvet has helped 
them keep their prices steady. Vol- 
ume for juvenile houses is in patch 
saddle variations of the basic sad- 
dle, with a sizeable per cent in 
nylon velvet. Basic slipons for 
boys are pointed to as running 
ahead of last year’s figures by as 
much as 15 per cent. 

Producers are watching the hide 
market and its apparent stiffening 
with concern. Hides’ direction by 
mid-September will govern amount 
of price rise for many companies 
on their spring lines. Calf leath- 
er’s upward spiral is expected to 
carry through to kid prices also, 
although this has not been an- 
nounced. Major makers of teen 
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Where to Buy 





JOBS 


JOBS 





Highest Prices Paid 
Complete Shoe Stocks 





IRVIN RUBIN The House of Jobs 


Will Buy Your Close Outs 


Men's, Women's and Children’s 


For Quick Action, write, wire or phone collect 


80-82 READE STREET, N.Y.C. 7, N. Y. 
Barclay 7-7887-8 


Short Leases Assumed 








shoes still say that their vol- 
ume is in black smooth flats, with 
much stronger interest in multi- 
colored flats over this time last 
year. Makers’ order sheets show 
the 5/8 cowboy type heel is strong 
—and growing. 

Attesting to the excellent sales 
response to juvenile shoes with 
injection molded soles is Interna- 
tional’s move to switch product‘on 
at its Jefferson City plant from 
stitchdown shoes to complete pro- 
duction of footwear with injection 
molded soles. 

Daily turnout is reported at 
about 9000 pairs per day. Five 
more sole injection machines are 
being added to step up production 
and about 150 additional em- 
ployees will be used when the ma- 
chines go in. 


Boston: Some ’62 prices 
await Miami showings 


New England shoe manufactur- 
ers report fair to moderate busi- 
ness activity with most plants rea- 
sonably busy and figures not vary- 
ing greatly from last year’s. 

Business lacked real push and 
life, but this is considered char- 
acteristic for this production pe- 
riod and did not generate excess 
concern. 

In general, the concern by wo- 
men’s makers was expressed over 
how this fall is to shape up. Even 
at this date, uncertainty is preva- 
lent. 

Some producers are holding off 
on prices until they see what de- 
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BOX HANDLERS 


&£ONG ARM* 


(Phe aM nchieeee eset Iearmabtn 
(CURK ER, CARER baste 





Does 
Your 
Heart S 

Thump 


when you climb ladders? : 
Don't run the risk — use eae 
Long Arms to get the shoes from the high shelves 
quicker, easier, safer, and return the empties upside 
down. Long Arms with 24”, 36”, 48” and 60” 
handles, $3.95; with 72” handles, $4.95. Postage 
prepaid in USA. Specify handle lengths and if for 
men’s or women’s boxes. 


CARL BEEMAN 
Cedar Heights Rd. 


em er 
































Stamford, Conn. 





velops before and during the Na- 
tional Shoe Fair. They feel it is 
too early to price spring 1962 
lines. 

The question has been raised 
at retail as to whether this price- 
rise action should have been in- 
troduced at this time. They cite 
the present lull at their level as 
not being conducive to higher 
prices. 

A price rise, however, seems in- 
evitable, since manufacturers are 
in a price squeeze. It is apparent 
they can no longer absorb the 
higher costs of materials, labor, 
and other creeping-expenditures. 

A continuing trend has been the 
demand for shoe workers, particu- 
larly in New Hampshire plants. 
While not critical, it is indicative 
of a healthier production climate. 

The shoe-import problem still 
remains a bone of contention. 
Union, management, and govern- 
ment officials, have been working 
together devising means to cope 


JOBS 


You can depend on 
WEIL for your best 
buys in Jobs and cur- 
rent Cancellations. 


WEIL always has 
big stocks of quality 
Branded Footwear 
direct from famous 
brand factories, At 
a Price. 

"While in town see Weil” 


New York Sample Room: 
138 Duane St., NYC 


Quality shoes since ’82 


M.K. WEIL 
Shoe Company 


1215 Washington Ave. 
St. Lovis 3, Missouri 








For Over 46 Years 


Headquarters For 


CANCELLATION 
STORES 


Quolity Brands 


Largest Stocks All Price Ranges 
CE 1-6747 


Fine Factinas 
MOSINGER-COHN 


5 Was 


Lowest Prices 











with this continuing threat. 

Reports from tanners show a 
continued interest in the glove- 
type tannages, and an early in- 
terest in patent for next spring. 
Prices for patent have increased, 
but this has not seemed to hamper 
sales. 





SALESMEN ON THE ROAD 


Better way to 


Alert shoe travelers are not sat- 
isfied always with old methods. 
They are ever on the march to bet- 
ter their own and fellow-travelers’ 
work. From way down south comes 
an idea from Dick King, of South- 
eastern Shoe Travelers, Inc. He 
thinks there should be a better 
way to route road trips than by 
telephone. Why not, he asks, send 
out double postcards to buyers, 
approximately every three or six 
months, asking them to state the 
date that they will be available 
to the particular shoe salesman? 
Salesmen possibly could “kill 
three birds with one card.” That 
is, find out the days or day ot 
the week that the stores travelers 
call on will be closed; also during 
the summer months find out the 
exact dates the buyers will be on 
vacations, and third, ascertain the 
exact date or dates dealers wish 
to be called upon. Possibly from 
this idea, if cards were filled out 
and returned to the shoe salesman, 
the latter could keep a written 
itinerary in front of him rather 
than again making telephone calls. 
What do the rest of the travelers 
think of this? 


Store hours’ directory 


Bane of many travelers in many 
areas is to arrive in a town to see 
retailers and then find stores 
closed for the rest of the day. The 
Ohio Shoe Travelers Club, head- 
quartered in Columbus, recog- 
nized this problem. 

Each member recently received 
a compact directory of “Retail 
Store Hours—Ohio Cities,” com- 
piled by the Ohio State Council of 
Retail Merchants. In the 125 
cities and towns covered, weekly 
half holidays, if any, are listed 
along with regular day store 
hours and night openings. 
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by VIVIAN ANDERSON 


route road trips? 


Of course it helps when retail- 
ers in cities and towns have uni- 
form hours, weekly half holidays 
and night openings! 


Call him ‘Mr. Boots’ 


If you want to know early his- 
tory of Southwestern Shoe Trav- 
elers Assn., just ask Louis S. Katz, 
known in Texas, Oklahoma, Louisi- 
ana and Arkansas as “Mr. Boots.” 
Mr. Katz is the 
only charter 
member of 
SWSTA living 
today. At 75, re- 
tired since last 
January, he is 
still going 
strong. His fa- 
ther, the late 
Alfred S. Katz, 
who traveled 
along with LOUIS S. KATZ 
“Prince Henry” Schroeder (father 
of Paul Schroeder, secretary-man- 
ager of SWSTA) for the old John- 
son-Bailey Shoe Co., Middleburg, 
Pa., helped conceive the associa- 
tion now one of the largest travel- 
ers’ groups in the country. That 
was back in 1913 when the first 
meeting was held in the old South- 
land hotel in Dallas before the 
Adolphus was built. 

Mr. Katz, who lived in Waco, 
Tex., as a boy, was packer for his 
father for three years. He later 
traveled for Johnson-Bailey, con- 
tinuing after G. R. Kinney Shoe 
Co. took over the firm. It was in 
the depression in 1935 that Jessel 
Cohn (father of Marvin Conn and 
Sidney Cohn), president of Acme 
Boot Co., hired Mr. Katz as sales- 
man in the southwest. Twenty 
years later he went with Texas 
Boot Co. as southwestern sales- 
manager. 

“TI earned my title of ‘Mr. Boots’ 
by selling more boots than most 


other men in the business, aver- 
aging 80,000 pairs a year since 
1935,” Mr. Katz explained. He also 
said that the boot companies for 
which he worked were largely re- 
sponsible for “taking boots from 
the cow lots to the living room. 
Cowboys don’t ride fence today; 
they drive it. That’s why they can 
wear prettier boots without fear 
of messing ’em up.” 

Mr. Katz not only loves horses; 
he is a horse show judge. His own 
horse, ‘““Memory,” is now 27 years 
old. Mr. and Mrs. Katz live in an 
apartment at 6328 Bandera in 
Dallas, but twice a week he visits 
“Memory” with bunches of car- 
rots. A charter member of Dallas 
Horseshow & Breeders’ Assn., he’s 
also a 20-year member of Dallas 
Athletic and Country clubs. Big- 
gest hobby since retirement is fol- 
lowing the interests of his daugh- 
ter’s children: Grandson Ned Sie- 
gel, an honor grad of U. of Texas; 
Grandson Ken Siegel, voted the 
friendliest boy in Hillcrest H. S. 
where he was a letterman, now en- 
tering Okla. U. architectural engi- 
neering school, and Granddaugh- 
ter Lorrie Kay Siegel, 8. 


Salute to a veteran 


For young men starting in the 
shoe traveling profession today, 
Jack Cotton, Los Angeles, a shoe 
veteran of 50 years, has some 
words of advice: 

“Like the shoe 
you sell. Re- 
spect the firm 
you represent. 
Appreciate your 
customers, giv- 
ing them every 
service to help 
them sell their 
shoes. Follow 
this and you 
will be certain JACK COTTON 
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of FY | 
TOP PRICES 
for surpLus sHOES 


CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast action . . . quality 
men's, women's and children's shees 


Phone CE 1-6747 
Fine Footwear For OVER 46 YEARS 


MOSINGER-COHN 


1235 Washington St. Louis 3, Mo. 





FOR CLOSE-OUTS of : 
vee: Oe MEN'S, WOMEN’S and Pepsaieie Seah Sete 


LONG 288 CHILDREN’S SHOES —_— 


9-81 READE ST 
YOU GET Complete Stocks and seh 


, rags NEW YORK 7, N.Y 
CASH Stores Solicited Be sete UE 
At All Times. One vith IG 











WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 








M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Phone or Wire Collect 


137 West B'dway New York City 
Tel. Beekman 3-0141-2 





B. & R. PAYS THE LIMIT 


WEBUY CLOSE OUTS 
COMPLETE SHOE STOCKS 
LEASES ASSUMED s 


YOUR NAME PROTECTED Hf 
B.&R.SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 


Phone or wire 
collect 








WE PAY MORE because WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1-98636 























to hold your accounts, thereby 
building a successful territory and 
career for yourself.” 

Jack, a member of West Coast 
Shoe Travelers and Pacific North- 
west Shoe Travelers and a past 
president of WCSTA, retired Aug. 
8, closing 50 years in shoe busi- 
ness as a buyer, retailer and trav- 
eling man. 

“The last 24 years with Belle- 
ville Shoe Mfg. Co. as a traveler 
were my happiest,” said Jack, who 
is going to continue traveling now 
that he is retired. On Oct. 5, the 
Cottons will leave on a trip to Eu- 
rope and “will be in no hurry to 
return home.” 

“But after I return, I will re- 
main active in WCSTA and try to 
give even more of my time to the 
organization,” he promised. 





News and notes for this page should 
be sent to: Mrs. Vivian C. Anderson, 
Salesmen on the Road Dept., 995 Lom- 
bardi Lane, Lakewood 15, Colorado. 
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KELLY PAYS TOP PRICES 


CLOSE OUTS COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 
KELLY SALES INC. 


1139-41 South Jefferson 
Phone or Wire Collect 


Chicago, Illinois 
Wabash 2-3797 














TOPPS PAYS THE TOPS 


WE ARE RETAILERS 
We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 
TOPPS SHOE STORE 


4116 Bergenline Avenue 
Union City, N. J. 


Phone or Wire Collect 


UNion 3-6413 











Customer report finds 


new use for product 


Plough, Inc., a Memphis, Tenn. 
manufacturer of sun-tan lotion 
has learned through outside sourc- 
es of a new use for its product: 
the lotion is being used on croco- 
dile skins to prevent fading. 

The news came in a report from 
their representative in Mexico 
City, Reuben Souroujon D’Alcala. 
When bags and shoes made of 
crocodile skins are displayed in 
show windows exposed to sun- 
light, he explains, they “start to 
lose their color and get bleached.” 
So the merchants of Mexico City 
spray such merchandise with the 
sun-tan lotion, and it protects 
them. 


Keeps count of lifetime 
sales, 153,400 pair 


Oscar Koblitz, who keeps an 
accurate account of what he has 
done in the 59 years he has been 
a shoe salesman, says that his rec- 
ords show that he has sold 153,400 
pairs of shoes with a retail value 
of $924,000. 

Starting as a shoe salesman in 
a Moberly, Mo., department store 
and now employed by the Mullen 
Shoe Store there, Koblitz has re- 
corded 55,214 miles in walking to 
and from his home, not counting 
the distance he has traveled while 
at work. 

Any questions? 


Medallions, cash awards 
given for sock sales 


Ten awards will be made to re- 
tailers for superior merchandis- 
ing of socks, the Durene Assn. of 
America has disclosed. Each win- 
ning store will receive a bronze 
medallion. The 10 stores cited, in 
turn, will designate the individ- 
uals who contributed most to the 
winning idea. These individuals 
will each win a $1,000 vacation. 

Any store will be cited which 
uses constructive action to in- 
crease the sale of socks and ank- 
lets. All ideas must be in use 
prior to Dec. 31, 1961. Entries 
must be received by Feb. 5, 1962. 
They should be addressed to: Ex- 
ecutive Secretary, Retailer Mar- 
keting Awards, Room 8:03, 350 
Fifth Avenue, New York 1, N. Y. 
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Classified and Want Ads 








SALESMEN WANTED 





FOR SALE 








SALESMEN 


Leading wholesaler with national dis- 
tribution desires coverage by aggres- 
sive Virginia resident for Baltimore, 
Washington, Virginia and North and 
South Carolina. 

A complete line of our women’s, chil- 
dren’s shoes, rubber footwear and 
tennis shoes in the popular price 
range represents a strong line of mer- 
chandise for all territories. 


For details, please submit a complete 
resume in confidence to us. 

Reply to Box 937 BOOT and SHOE RECORDER 
Chestnut & 56th Streets Philadelphia 39, Penna. 











FIFTEEN LOVELY STYLES INFANTS’ 
Christening shoes, attractively packaged. Prompt 
shipments, all territories. Write: Mayflower 
Infantswear Company, 381 Fourth Avenue. New 
York City. 


SALESMAN WANTED TO SELL CHIL- 
DREN’S CALIFORNIA STYLE  PLAY- 
SHOES AND SLIPPERS AS SIDE LINE in 
states of Ohio, Michigan, Illinois. Reply to 
Box 939, Boot anp SHOE ReEcoRDER, Chestnut 
& 56th Streets, Philadelphia 39, Penna. 


LARGE FOOTWEAR MANUFACTURER 
HAVING NATIONAL DISTRIBUTION HAS 
OPPORTUNITY FOR SALES REPRESEN. 
TATIVE. Requires good potential salesman 
with or without footwear experience. Position 
will require periodic travel to call upon large 
companies in major cities in U. S. A. Appli- 
cants should submit resumes covering education 
and experience with letters of application. Reply 
to Box 938, Boot anp SHOE Recorper, Chest- 
nut & 56th Streets, _ Philadelphia 39, Penna. 


JOBBER OF “FINE CANCELLATION 
SHOES SEEKING AGGRESSIVE SALES- 
MAN in Puerto Rico. Excellent opportunity 
for substantial earnings. Write details of qual- 
ifications and experience to A] Dorph, Phila. 
Shoe Trading, 64 North 4th St., Phila. 6, Pa. 
Mr. Dorph will also interview interested sales. 
man at the Barcelona Hotel, Miami Beach, 
Florida—Sept. 22nd-25th. 














SALESMAN WANTED—BY A REORGAN- 
IZED COMPANY WITH MANY YEARS’ 
EXPERIENCE in the manufacture of hand 
sewn Moccasins and Moccasin type shoes. Can 
be carried with a non-conflicting line. Several 
territories open. TRU-MOC SHOE, INC., 126 
Montello Street, Brockton, Mass. 





SALESMEN WANTED 


NATIONALLY KNOWN QUALITY CHIL- 
DREN'S FOOTWEAR LINE HAS REALIGNED 
territories and desires qualified salesmen for 
the following territories: Wisconsin, Minne- 
sota, North Dakota, South Dakota, lowa; also 
Missouri, Kentucky, Tennessee and Kansas. All 
replies held in confidence. 


YANKEE SHOEMAKERS 


Newmarket, New Hampshire 














FAMILY SHOE STORE FOR SALE ON 
A BUSY HIGHWAY IN NEW JERSEY op- 
posite a large shopping center. Phone in New 
York HI 5-6521, New Jersey JU 4-8668. 


A GOING CONCERN, CURRENTLY 
MANUFACTURING INFANTS AND CHIL- 
DREN’S Pre-Welt, Bonwelt and Cement shoes, 
located in Eastern Pennsylvania. Reply to Box 
890, Boor anp SnHoe Recorper, Chestnut & 
56th Streets, Philadelphia 39, Penna. 








OUT WEST; SUCCESSFUL ORTHOPEDIC 
AND REGULAR CHILDREN’S and adult 
shoe store. Fine reputation. Excellent doctor 
relationships. Owner retirement age; would 
stay limited time with purchaser. Busy shop- 
ping area, free parking, very nice store; Cus 
tomers from surrounding states also come to us. 
Established many years. Ideal for man and 
wife. Terms. Reply to Box 940, Boot anp 
SuHoe Recorper, Chestnut & 56th Streets, Phil- 
adelphia 39, Pa. 





COMFORT SHOE SHOP-—SALE DUE TO 
DEATH OF OWNER. Twenty-five year back- 
ground, large up-to-date customer list, fine rec- 
ord of profit in thriving central Wisconsin, in- 
dustrial city of 20,000. Inquire Mrs. James 
Mercer, 830 Avan Street, Wisconsin Rapids, 
Wisconsin. 





WANTED 





Experienced shoe man with capital TO LEASE 
department in progressive Specialty Shop in 
suburban Massachusetts. Send qualifications. 
Reply to Box 933, Boot anp SHOE RECORDER, 
Chestnut & 56th Streets, Philadelphia 39, Penna. 





MERCHANTS’ NEEDS 





PAY OFF / 


Selected to fit 
your needs! 
Ideas that will 
help you get 
real results! 














LINES WANTED 





WE HAVE SEVERAL GOOD SALESMEN 
CALLING on independent retailers who can 
use a non-conflicting in-stock side-line. Our 
shoes are $5-$8 teens and women’s low heels, 
sports and flats. If you have established terri- 
tories with active accounts but need sales rep- 
resentation we would work with you to our 
mutual advantage. All correspondence in con- 
fidence. Reply to Box 931, Boot anp SHoE 
Recorper, Chestnut & 56th Streets, Philadelphia 
39, Penna. 


VINCENT EDWARDS & CO. 
Werld’s Largest Advertising Service Organization 
342 Madison Ave., New York City 


Please tell me more about your news- 
ey ad clipping service and special 


term trial offer. 
Name 


Company 
City 




















Boot and Shoe Recorder 














Classified and Want Ads 








HELP WANTED 


WANTED TO PURCHASE 








3 KEY TERRITORIES OPEN 


Great opportunities for 3 alert, aggressive men 
to carry young men’s high-styled unbranded vol- 
ume line for large Midwest Manufacturer. 100% 
in-stock program to retail at $10.95 and under. 
5% straight commission in 3 key established 
territuries with large growth potential. 


No. State of New York except New 
York City and State of Penn- 
Sylvania except Philadelphia. 

No. States of Kentucky, Tennessee 
and West Virginia. 

No. 3 State of Texas. 

Write complete details . . . all replies 

strictly confidential. 


Reply to Box 935, BOOT and SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Penna. 











PURCHASING AGENT, EXPERIENCED 
LEATHER FINDINGS, SUPPLIES, ETC. 
Familiar all resources . . . for large, high 
grade shoe manufacturer. Metropolitan New 
York area. Resume. Salary desired. Reply to 
Box 934, Boot anp SHoe Recorper, Chestnut 
& 56th Streets, Philadelphia 39, Penna. 





POSITION WANTED 





CREATIVE FOOTWEAR - MARKETEER, 
STYLIST, NEW YORK CITY to steer your 
team into profitable fashion trends, items and 
styles. Part-time, Cost plus. Reply to Box 
926, Boor anv Snore Recorper, Chestnut & 
56th Streets, Philadelphia 39, Penna. 





CLASSIFIED 
ADVERTISING RATES 
UNDISPLAYED 
20¢ a word 


Minimum (18 words) . .$3.60 
Box number, extra... .$2.40 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 
$16 per inch 


Maximum, 46 words to the 
inch. All material must be In 
our office 20 days prior to 


publication date. 


NOTICE: 
Classified Advertising 
Is payable in advance 








TOP DOLLAR from EDDY 


for your 


¢ COMPLETE STOCKS ¢ CLOSE-OUTS 
¢ CANCELLATIONS 
We're always ready to buy at TOP DOLLAR & SPOT CASH 


Phone or Write EDDY SHOE CO. 132 No. 4th St. 
WA 5-9533 or WA 5-9927 “Always Reliable” Phila. 6, Pa. 

















WANTED TO PURCHASE REPRESENTATIVES 
WANTED 








WANTED, DAMAGED, REJECTED, 
WORN SHOES, “as is” conditions. All types. 


Semet phitadeiphia, Pa KY$9766. SALES REPRESENTATIVE 
Well established firm seeks ser- 
SHOE STORE WANTED. DOING $100,000 vices of man to carry prestige line 


or more. Branded Lines. Give full information. ’ one 

Replies will be held confidential. Reply to Box of style men’s dress shoes retailing 

936, Boor anv SHoE RecorperR, Chestnut & 

56th Streets, Philadelphia 39, Penna. from $19.95 on up. Man must be 
completely familiar with all good 


WANTED SURPLUS ARCH SUPPORTS, stores in entire West Coast ter- 


AND TYPES OR QUANTITIES. NATIONAL . : cence 
BRANDS OR PLAIN. Reply to Box 932, ritory. Only man with experie 


Boot aNp SHOE ReEcorpveR, Chestnut & 56th and following need apply. 


Streets, Philadelphia 39, Penna. 
Reply to Box 923, BOOT and SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Penna. 























SIDELINES OFFERED 


SHOE ORNAMENT MANUFACTURER FOR 

HAS openings for sideline men. Fast moving ‘ . 

low priced line shoe bows and ornaments to FAMILY TYPE STORE NEAR LOS AN- 
wholesalers, retailers. Best commission. All GELES, CALIFORNIA. ESTABLISHED 14 
letters answered. Replies confidential. Sample years, all national advertised lines. Good lease 
orders to dealers, stores gladly submitted. Reply with flat rental. $25,000 will handle. Reply to 
to Box 924, Boor anp SHOE ReEcorpDER, Chest- Box 929, Boot anp SHoe Recorpver, Chestnut 
nut & 56th Streets, Philadelphia 39, Penna. & 56th Streets, Philadelphia 39, Penna. 














ORDER BLANK 


BOOT AND SHOE RECORDER 
Chestnut & 56th Sts. 
Philadelphia 39, Pa. 


Here is my want-ad: 

















Enclosed is Check 0 
Please check it box No. is Wanted [1] Money Order 0 











September |, 1961 
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THE LAST WORD 


The pumps are coming 


Teaser ads began appearing in 
the Memphis, Tenn., papers: “A 
new pump is coming ... com- 
pletely new ... different.” They 
looked like fashion ads and Alfred 
Wexner of Wexner Bros., fashion 
man, fast on the draw, picked up 
the phone and called his resources. 
He told them to rush his shoes 
through. No competitor was go- 
ing to beat him to the punch. 

But fast action could not stop 
the new pumps. On schedule they 
appeared—aAmoco had gone 
American. 





So what? He’ll live longer 

The average father wears out a 
pair of shoes while the rest of the 
family wears out a set of tires. 


Crazy 

Shoe repairman® Joe Bauda of 
Elmira, N. Y., says that in about 
75 per cent of the men’s shoes he 


fixes, the left shoe is worn. With 
women it’s anybody’s guess which 
shoe will wear first, he says. 
“Women seldom buy shoes that fit 
properly and their shoes wear out 
in a crazy pattern,” he said. 


Shoe shufflers? 


Before the days of elevator 
shoes, short men used to put a deck 
of playing cards in the heel of each 
shoe. 


Wolf 


An attractive young matron who 
constantly inspired wolf-whistles, 
driving along a lonely country road, 
realized that she was being fol- 
lowed by a tough-looking character 
in a cream convertible. She bore 
down hard on the accelerator but he 
kept close behind. Twice he man- 
aged to get abreast of her, indicat- 
ing that he wanted her to stop. 
Finally, turning a corner, she was 
overtaken and forced off the road. 
She barely got her windows rolled 
up and the doors locked when the 
man, having leaped from his car, 


arrived at her side. ‘‘Ma’am,” he 
shouted through the glass, “I’ve 
been trying to tell you... . Your 
little boy threw his shoe out the 
window about seven miles back.” 


Only a baby 

Three Colorado School of Mines 
students found a baby wildcat, put 
it in a new Acme boot box and set 
it up along the highway. A car with 
four men in it stopped and a man 
got out and picked up the box. 
Minutes later all four men piled out 
of the starting car and the car 
crashed into a utility pole. Officers 
traced one of the students through 
a local shoe store but could find no 
charge to place against any of 
them. 


War is 

In Vietnam do-it-yourself 
boards filled with large sharp 
spikes are sunk below the surface 
of the mud flats and rice paddies. 
To overcome the high rate of cas- 
ualties due to foot wounds, sol- 
diers, who all wear sneakers, are 
using sheet iron inner soles. _ 


Boot and Shoe Recorder 





by AMER 


wittiAM AMER company PHILADELPHIA 23, PENNA. 





This Fall, Its Buffalo Calf 
And GERBERICH—THE BALANCED LINE 


Has It Three Ways 


2468—BLACK GC-52—BLACK GC-8—BLACK 


Here is another smart Gerberich promotion, sturdy Buffalo Calf, 
rugged enough to stand rough fall and winter wear. Its mellow textured 
surface gives it the ‘“‘Dressy’’ look so popular with boys and young men. 
These three styles, all in the favored black, are In-Stock 


for Gerberich Dealers in Boys’ and Big Boys’ size runs. 
| = GERBERICH-PAYNE SHOE COMPAN’ 
MOUNT JOY, PENNSYLVANIA 


GOLD COIN 











Seeeaigies 





